











I’m called Small Diamete) 
DAN 

ind a wholesaler’s rewiring man 

Quite a record I’ve made 


Getting jobs for the trade, 


Yep 


With fat orders rewarding my plan. 
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®@ 6-Circuit Safety-type Serv- 
ice Equipment, with 30 Amp. 
Unfused Tumbler Main Switch. 
Bell Transformer space and 
Switch knockouts optional. 
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Part of assembly line 
devoted exclusively to 

Type AC Service Equtp- 
ment and Load Centers 







Thousands of new homes will be built this year. Thousands more will be 
modernized. The trend is to adequate wiring, with heavier electrical loads 
This means an increased demand for the most modern types of service 
equipment. Builders will be in a hurry. They won't wait for shipments 
from the factory. The Jobber with stock ‘“‘on hand” will make the sales 


SERVICE EQUIPMENT 


will be called for frequently. Architects, engineers and contractors know 
that @ never stops at minimum standards ; that Products are built 
better than necessary — and are designed with a view of being orna- 
mental as well as practical. 

Wholesalers know that such high standards pay dividends. Join 
this large group, and add @ prestige to yours. 


AT YOUR COMMAND 
are the services of the Sales Organization on all jobs requiring spe- 
cialized sales effort. Get in touch with our nearest Sales-Engineer. If you 


don't know his name, write us . . . and ask for New Catalog No. 56... 
Frank Adam Electric Company, St. Louis, Mo. 
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TIMES 





and TRENDS 





Spotlight No. 21 t month we featured the 


st group of a seri ft articles that have been ex- 
1 ] .-s ] 
ressly prepared pang synchronized to present in logical 


“quence, through facts and a the case of 
SMALL DIAMETER WIRES and REWIRING. 
Chis month, in our second group, we offer factual 
ta on the number of various types of buildings and 
state of KELECTRICAL OBSOLESCENCE, in 
pport of our statements that rewiring constitutes 


e greatest PLUS sales building opportunity that has 


en presented to the electrical industry in decades 
We urge that wholesalers and salesmen everywhere 
act thaca . ] ae) auye inn tere l - tarr: 
ly these new markets in their own particular terri 


le view of scmiiilae a carefully planned 
paign for systematic exploitation. 


lhe time to get started is NOW. 


©) 


R {iding High | Wholesale sales volume of electri- 


materials rises and falls with private construction 
vities in most Paver stoned and so it s hould be wel- 
le news that figures on construction activities con 
ie to “ride high,” are gaining momentum as spring 
ither finally succeeds in shaking off the retarding 
ter chill. 

For March, 1940, building permits for residential 
struction, issued in 2,068 leading cities totalled nearly 
10,000,000 for 27,763 units, were 27.1 per cent above 
bruary, 1940 and well above last year, according 
JS Department of Labor reports. 

engineering construction awards FOR APRIL, 
‘40, totalled $211,816,000, or 18 per cent more than 1n 
rch, 1940, while April’s PRIVATE construction 
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showed a 46 pt t 


Engineering News-Record 


he preceding month. 


Heat wee on 





conduit, fittings, 
This thing is new 


; wae that will speed ut 
in wavs and means that will speed u 


Auto Barometer xian », 


following figures will 





trucks were 23 per cent higher than in 
the same period of 1939. The April, 1940 automobile 
production topped the same month of 1939 by 110,000 
units or 31 per cent, and pushed the increase for the 
year 1940 up to 25 per cent. Furthermore, the Detroit 
editor of American Machinist estimates that May, 1940 
production will match the April total. 


mobiles and 


Meanwhile retail sales of automobiles are keeping 
pace with production SO 


} st h; 1 } 


DV AULOMMODNE Sadiecs 


If vou gauge your own action 


"s time to step on the gas. 





Appliances More units sold and higher prices 


per unit—that’s the substance of most reports from 
the appliance selling front. 

During January, February, March, household washer 
shipments topped last year by nearly 19,000 units, and 
this year’s price averaged $3.22 higher than for the 
same 1939 period 


] 


Vacuum cleaner sales for the first quarter topped 


) 
75,494 units, an increase of 20.5 per cent, 


while in the same period nearly 200,000 more refrig- 
erators were sold, an increase over 1939 of more that 
8S mer cen 
Trafic appliances are moving at a fast pace, witl 
les of roasters, irons, toasters, mixers, running well 
1939 totals for the same period. 


CAL 
11 ] eho? ‘ ° 1 1 
\ll this means that wholesalers should keep a clos 
check on dealer purchases, see that ample stocks art 
kept, because when a retail item is “not in stoc 


can’t be sold, at lost sales mean lost profits 


War Babies 


vour pocketbook is affected by business, war or peac 
orders alike, and here are some figures that show 


what’s happening in certain industries from which 
thousands of other supplementary or accessories indus- 


. eee 
tries are benefiting. 


6 


Be your politics what they may, 


In April 1940, as compared with April 1939, gait 
of sales volume of war-affected industries were a 
follows: Aviation manufacture up 160 per cent, chemi 
cal production up 17 per cent, copper production uy 
47 per cent, foundry equipment up 35 per cent, machi 
tool output up 55 per cent, shipbuilding up 85 pe 
cent, steel exports up 200 per cent. 

Last year at this time there was no war, and toda’ 
few believe that this war can end this year. Dray 
your own conclusions as to what your business will b 
like for the remainder of 1940 as compared with 1939 
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What Price Independence oar hat is of 


to utilities that do aggressive merchandising on 
sound and constructive basis where the prices and terms 
advertised by them are no better than those that in 
dependent dealers, buying and selling independently 
can afford to offer at the same time and on identical 
items. 

Such procedure is in the interest of the entire indus 
try and serves to improve merchandising practices of 
independent dealers so that in the course of time a1 
increasing slice of the total of available sales volum 
will flow through regular industry channels. 

sut we have no patience with utilities that bludgeo: 
their own employees, from department heads down 
meter readers and office boys into meeting definit 
quotas—at the peril of their jobs—to sell campaig 
merchandise at prices that no independent dealer ot 
cooperating group of dealers could meet. 

That such campaign provides for a “salve” con 
mission to dealers does not alter the fact that its territ 
impact completely destroys for many months all chan 
for independent dealers to sell legitimate and compar: 
ble merchandise at legitimately established list prices 

Such tactics turn normally fertile trading territo 
into a desert, as far as independent dealers are co1 
cerned. They undermine the stability of establish 
merchants. They are neither in the industry’s nor 
the public interest. Independent manufacturers, whol 
salers and dealers, as individuals, should use thi 
influence in the right place to the end that such pr: 


tices will not develop into a country-wide epidemi 
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CONVENTION PROGRAM 


National Electrical Wholesalers’ Association 
THE HOMESTEAD e@ HOT SPRINGS, VIRGINIA © MAY 19-23, 1940 


SUNDAY \ddress Dar a | \ckerly, issocialion COUTIS¢ | 

\ddress—Dr. G. W. Allison, Modern Kitchen But 

\ddress—Johannes Steel, radio commentato 
WEDNESDAY, morning 


Session for members 


Meetings of the Executive Committee 


MONDAY 
Meetings of the Commodity Committees 


and Conferences with Manufacturers 
Xeports of the Commodity Committee Chain 


WEDNESDAY, afternoon 
Golf Tournament 


WEDNESDAY, evening 


TUESDAY, morning 


Meeting of Executive Committee 
ind the Commodity Committee Chairmen 


TUESDAY, afternoon 


} Casino Session for members and quests 
Opening S ssion Tor members and guests . . . ‘ P 
Pe - ve an Entertainment and Presentation of Prizes 
\ddress John G. Johannesen, 
chairman executive committee THURSDAY, morning 
D. L. Fife, chairman program committee Final Session for members 
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Selling More Wire 


















































IRE, cable, conduit, fittings heard when | was in contractin 
and tape form the bulwark of Although that particular talki 
the major staple items in the point is gone now, we have o1 
£ BLOWN FUSES electrical business. \s a group, that's much more interesting, there 
- eg therefore, these products carry the fore more valuable as an aid to wi 
heavy part of the wholesaler’s selling. I refer to small diamet 
hread-and-butter business. What’s wires that are now available. Thes 
more, wiremen are installing certain are really something new to tal 
brands because some wholesaler’s about. They give us a chance 
salesman originally singled out their carry samples around, explain wl 
particular products as the ones for thes are going to be used for, a1 
contractors to buy and install. And how the contractor is going to ben 
with the installations giving long ht through the hundreds of re-wi1 
and dependable service, the average ing jobs made possible with the use 
contractor continues to re-order ot the new wires. In our territot 
those same brands by name; thus we are out doing this missionat 
giving his wholesaler a steady flow work every day and the contractors 
of business. are keenly interested, especial! 
While it is true that these staples when we bring to their attention t] 
do not have all the dash and gla- long list of products involved in 
mour of shiny, gadgety appli- rewiring job. 
ances, they do have their sales points The wholesaler’s salesman als 
which are too often taken for has a good opportunity to gain bet 
granted. Consequently it would be ter acceptance and more sales fi 
highly beneficial for the wholesaler’s his wire and cable by leading wit 
salesman to review the features oc- something besides ordinary build 
casionally, learn about the new ones, ing wire. He might use heavy dut 
then carry the message along to portable cord as a starter. It would 
every contractor and industrial ac- be well to study manufacturers’ 
count. catalogues and talk with — the 
Several years ago in his sales salesmen to obtain as many facts 
talk on quality wire as contrasted possible. Then take a sample 
with cheap stuff, the wholesaler your portable cord and make 
could register effectively by citing rounds. 
how the insulation on poorer grades Jump on it, bend it In otl 
hecame gummy and _ sticky, espe- words give it a beating. Menti 
cially in hot weather, thereby mak- how it withstands oil, dirt and mo 
ing pulling a tough and slow job. ture. Give your customer all 
Going up into the larger sizes, it details, and when he realizes how 







was just that much more difficult to good that cord is, it’s natural 

work with the cheap wire. him to assume that all the ot! 
Today the problem of sticky fin- wires and cables in the line are 

ishes has been fairly well cleaned just as high quality. 

up, but I cite it as an example of a When it comes to conduit, aga 

strong sales argument available to it is good selling to get into d 

all salesmen, but one that I seldom tails. I believe that lots of us op 








onduit, Fittings, Tape 





he theory that details are 
old stuff” to the contractors. We're 


rong. So let’s explain how con- 


ile on t 


luit 1s galvanized and why; what 
ot-dipped means; why black or 
valvanized should be used; cite spe- 
cial finishes available to withstand 
various climatic or chemical condi- 
tions; show how the inside surface 
' the pipe is smooth so that the 
vire insulation won't be damaged in 
pulling; tell him about the wide 
range of sizes regularly kept in your 
warehouse. 

Manufacturers are anxious to 





give this information to you, for 
the better your sales story, the 
lore of their merchandise you'll be 
ible to sell. 

\s in any other staple line, there 
ire numerous makes of conduit fit- 
ngs and each has its features. Re- 
yardless of the brand or brands your 
ouse carries, it is absolutely neces- 

ry to maintain large and diversi- 
tied stocks, in order that contractors’ 
md industrials’ requirements can be 
filled promptly. 

Also because there are so many 
litferent types of fittings, the sales- 

in has to be especially careful to 
ite up his orders correctly and 
mpletely. Otherwise the boys in 
¢ warehouse will be stymied when 
comes to filling the order. 

Let’s take a quick look at the fit- 
< gs situation. There are the two 

ad classes; threaded and thread- 
less. Probably most of your cus- 
hers prefer the threaded ones be- 
use they cost less, but since 
eadless fittings save labor time 
making installations, they have 
iething in their favor also. 
Chen all the various types of fit- 
gs have to be considered. There 
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are nearly enough to fill the alpha- 
bet, then all types come in various 
sizes and have definite characteris- 
tics to meet any application problem. 

What about tape? All brands 
aren't alike by a long shot. But why 
should a contractor pay anywhere 
from 25 to 100 per cent more for 
a pound of high quality tape? 

Here are a few of the answers: 
(1) The yardage in a pound of 
quality tape is considerably greater ; 
(2) cheap tape will dry out faster, 
therefore cannot hold the rubber 
tape as long, with the result that 
joints loosen quicker; (3) cheap 
tape tears too easily. For instance 
when an electrician wraps tape 
around a joint he tugs it frequently 
to bring it up tight and that’s where 
the cheap stuff snaps, making 1t 
necessary for the wireman to start 
again; also the job isn’t as neat; 
(4) because the cheaper grades do 
not have the mechanical or dielec- 
tric strength of better grades, about 
twice as many layers are required to 
secure the necessary strength. 

Part of the necessary sales job, 
therefore, in attaining better sales 
volume on these products is to stress 
details. The wholesaler’s salesman 
will also establish a stronger posi- 
tion with contractors and industrials 
by showing them new _ products, 
backed by complete facts concerning 
them. 

At the present time, as mentioned 
before, we have this new small diam- 
eter wire to discuss with the trade. 
They will appreciate hearing the 
complete story because it is quite 
likely there are questions in their 
minds as to the various types avail- 
able; the advantages of each; where 
they can be used, and so forth. 


Contractors also need to le posted 


on price conditions, especially in 


case a rising market is expected. 
Naturally the contractor wants to 
protect himself on a job in case ot 
a rise and when a wholesaler’s sales- 
man passes along this sort of infor- 
mation, he is plenty appreciated. 

Like any other business man, the 
contractor has to keep costs down. 
rhis applies to both his buying and 
installation costs. Consequently the 
wholesaler should make him realize 
that hand-to-mouth buying is costly, 
since he can get larger discounts on 
quantity orders. The contractor will 
also appreciate suggestions as to 
how he can use new ideas to reduce 
labor costs. Since the wholesaler’s 
salesman gets around to many dif- 
ferent customers, he learns of man) 
of these ideas for saving time or 
doing a better job, that he should 
pass along. It builds good will and 
friends, 

Much has been said about con 
tractors being much better me 
chanics than salesmen, however an 
important part of the wholesaler’s 
work and responsibility is to im- 
prove their merchandising methods. 
This can be accomplished to a con- 
siderable extent by (1) giving them 
complete information on all prod- 
ucts; (2) making calls with them; 
(3) keeping contractors supplied 
with manufacturers’ literature and 
display materials. 

By carrying on activities of this 
sort, the wholesaler’s salesman will 
do a service for his customers, make 
them better operators, bag large 
orders for wire, cable, conduit, fit- 
tings, tape and the many other lines 
regularly involved in contractors’ 


wiring jobs. 
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IRING devices are handled by 
all wholesalers, are installed in 
every electrified building, are, 
in fact, as much a part of electrical 


wholesaling as salesmen, ware- 


houses and credit managers. In 
their 
though, _ real 


plenty of education) is required to 


widespread 
(including 


spite of usage, 


selling 


move more of these products, espe 


cially the higher quality items. 
Many salesmen are on this in- 
selling track conse- 


tensive now, 


quently are getting the major por- 
such a 
man is Ik. F. W oodley of Stubbs 
Portland, Ore. A gen- 
“the 
book so has just as many problems 


tion of the business, and 


Electric Co., 
eral line salesman, he _ sells 
as the average wholesaler’s § sales- 
man, but he thinks and sells quality 
all along the line. 

Because wiring devices represent 
good profit, are in constant demand, 
require no high pressure (which 
he heartily dislikes), and are a 
means for building good will and 
friendships, Woodley pushes them 
hard, is highly successful at it. 
Therefore his methods should be of 
interest and value to other whole- 
saler’s salesmen. 

“You can boil the wiring device 
field down to three classes of buy- 
ers,” Woodley Says. 


the electrical and hardware dealers; 


“There are 


electrical contractors ; industrial and 
commercial accounts including gov- 
ernment agencies, hospitals and all 
others buying for their own use, 
rather than resale. 

“Carrying two nationally known 
lines, we have two grades of mate- 
rials to offer in each case—the 
highest quality and a competitively 
priced line. Having three fields 
and four kinds of 
that’s seven things. 


merchandise, 
I’m too rusty 
in my mathematics to 
combinations 
they make, but there are plenty to 
last from Monday to Saturday. 


how many _ possible 


remember 


“In Portland I can’t see ever 


electrical prospect, but have my cu 
tomers as do the other salesm: 

y. On We 
nesday and Friday afternoon I co: 
centrate mostly on industrial con 


who cover the home city. 


panies where wiring devices con 
in for my heaviest play. The r 
of the time it is wiring devices alot 
with all the other lines. 

“In the case of the dealers, it 
sad to relate that the majority a: 
buying the 
Mostly 


compete with chain stores. The coi 


competitive materia 


so, because they have 
tractor picture is somewhat bett 
with about 7O per cent of the 
buying the competitive and 30 p 
cent the high quality, higher-pric 
material. This is a situation that 
am constantly trying to reverse, a1 
although it is slow work overcon 
ing this low-price complex, esp 
cially with those who are reselling 
and must compete with the nume: 
ous, large-price outlets, I am mak 
ing headway. 

“What is a salesman going to d 
when a mail order price list 
‘We can buy lowe! 
at their retail price than you ca 


shoved at him? 


sell us at wholesale,’ they say. 

“The line of least resistan 
would be to shove the competitiy 
price line at once. But I don’t be 
lieve in that kind of selling, neithe: 
does our house or suppliers. ©: 
every occasion, with every class 
buyer, I make a sincere effort 
sell the standard line, which we all 
know is going to give the best satis 
faction to the ultimate user. T 
buyer will not be easily convinced 
many cases, but by continual and 
constant effort the resistance evet 
ually breaks down. 

“Tf you can’t get in with th 
whole quality line at once, keep ti 
ing with individual items. Get 
To do it, | 
always sample the new items in t 
quality lines, emphasizing workma 


wedge in some way. 


ER SELLINI 

















levices.... 


This is a case of a salesman securing more wiring 


device business through emphasizing quality, carry- 


ing samples, and helping customers with displays 








ship, operation, appearance, safety, 
tc. Take, for instance the mercury 
switch. It costs a little more, but 
the advantages are easily explained 
ind dramatized, so it is now moving. 
“When it is not possible to show 

mething new, then sample any 

tem. It gives you something to 
talk about—something to put in 
their hands. Also it is surprising 
number of devices we think of 

is old stock items with which the 
istomer is not familiar except in 
general way. The point is, they 

lon’t open the catalogs and study 
hem as we think they might do. 
e wiring 


[his is one place where tl 
levice line has an advantage over 
ypliances because you can always 
ry something in your pocket to 
show, whereas you cannot readily do 
same with a refrigerator. 
“When it comes to displays, help 
e retailer as much as_ possible 
ause the average electrical dealer 
es not put any too much thought 
displaying wiring devices. The 
irdware dealer is a better merch- 
diser and is more conscious of his 
Mostly they have these 
ices on small tables and _ their 


splays. 


iin thought seems to be to have 
m as much like tables in dime 
res and department stores as pos- 
le. They are horrified if prices 
not compare with those in chain 
res, so they need some educating. 
ow them how to display some of 

high price quality 
ngside of the competitive lines, 


material 


reby dramatizing the difference 
| giving the customer a chance 
\lso it offers 
store al . P P whee _ |] 

ore salesman a chance to sell 


use discrimination. 


occasionally, to be able to say: 
re Mr. Customer, is a_ real 
tch. See how this one is made. 
ten to the action. 
e, but it is the best that can be 


It costs a bit 


le, and it will last longer.’ 


‘Push quality with the electrical 


doing 


tractor. He is either 





work for a customer of his own or 
on sub-contract with a 
building contractor. In either case 
it is to his interest to put in a good 
What is the sense or 
economy in building an eight or ten 


general 


wiring job. 


thousand dollar home and having it 
equipped with dime store switches 
What would the 


The answer often 1s 


and receptacles ? 
owner think ? 
that the owner doesn’t think and 
doesn’t know the difference. Don’t 
believe it. You can’t disguise cheap 
stutf. 

“In the industrial field, the situa 
There, for main 
+} 


tion is reversed. 
tenance and extension work, 


best is demanded. It isn’t neces- 


1¢ 


sary to spend time fighting low 
Mort 


time can be used in covering the 


prices, low quality fellows. 


situation as a whole, getting fami- 
liar with the installation, rendering 
hurry-up service, thereby making 
some real money. 

“Go to the buyer first, in most 
cases. Show him the new things, 
see that he is on the list to receive 
literature and prices changes. Then 
visit the electrician or engineer. It 
is with this man that you can work 
the personal service angle and build 
a genuine friendship. Talk the fea- 
tures of a modern electrical installa- 
tion for he is the one who takes 
pride in that installation, more so 
than the executives of the company. 
What he wants he eventually gets 

—with your help. 

“| have in mind one such plant 
electrician who worked for a large 
firm in the mail order field. They 
were building an extensive addition 
and using a lot of wiring devices. 
When the bills began to come in, the 
manager called him and said: ‘1 
see you are buying a lot of so and 
so switches and electrical devices 
and are paying such and such prices. 
Don't you know that we are selling 
stuff right here in the 
store and can sell it at a profit at 


electrical 





less than you are paying? Why 
don’t you buy from the people who 
are paying your salary ?’ 

“The electrician said nothing but 
went out and got one of the better 
switches and one from the store 
He came back, laid them on the 
manager’s desk and said: ‘Here are 
two switches. Pick out the one we 
should use on our electrical work.’ 
Of course, the manager picked out 
the more expensive switch and the 
electrician said: That’s the one I am 
putting in,’ 
ment. 


which ended the argu 

“In all cases, whether 
the dealer, the contractor or the 
industrial, I pay the strictest atten 
tion to the small things. I kee] 
a special notebook and enter every- 
thing that comes up in the way of a 


service | am to render, or any kick 


that the customer makes. Then I 
take care of those things at the 
earliest opportunity. This will get 


good will more than anything else 
If it is a matter of complaint, | 
drag out my book and dog my sales 
manager until it is adjusted, thereby 
getting double benefit, because while 
[ am dogging the sales manager, he 
can’t dog me. 

“That's another point about wir 
ing devices,” he said, and grinned, 
“most salesmen like to write long 
orders. The more the items, thi 
more we stew and phone and jump 
around, and the better we lik 
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[RING devices are handled by 
all wholesalers, are installed in 
every electrified building, are, 
in fact, as much a part of electrical 
ware- 


wholesaling as salesmen, 


houses and credit managers. In 
their 
though, real 
plenty of education) is required to 


spite of widespread usage, 


selling (including 
move more of these products, espe 
cially the higher quality items. 
Many salesmen are on this in 
tensive selling track now, conse- 
quently are getting the major por- 
business, and such a 
man is IX. F. Woodley of Stubbs 
Electric Co., Portland, Ore. A gen- 
salesman, he sells “the 


tion of the 


eral line 
hook so has just as many problems 
as the average wholesaler’s § sales- 
man, but he thinks and sells quality 
all along the line. 

Because wiring devices represent 
good profit, are in constant demand, 
require no high pressure (which 
he heartily dislikes), and are a 
means for building good will and 
friendships, Woodley pushes them 
hard, is highly successful at it. 
Therefore his methods should be of 
interest and value to other whole- 
saler’s salesmen. 

“You can boil the wiring device 
field down to three classes of buy - 
ers,” Woodley says. “There are 
the electrical and hardware dealers ; 
electrical contractors ; industrial and 
commercial accounts including gov- 
ernment agencies, hospitals and all 
others buying for their own use, 
rather than resale. 

“Carrying two nationally known 
lines, we have two grades of mate- 
rials to offer in each case—the 
highest quality and a competitively 

Having three fields 
kinds of 


that’s seven things. 


priced line. 
and four merchandise, 
I’m too rusty 
in my mathematics to remember 
combinations 
they make, but there are plenty to 


last from Monday to Saturday. 


how many possible 





“In Portland I can’t see ever 
electrical prospect, but have my cu 
salesin 
who cover the home city. On We 
nesday and Friday afternoon I coi 
centrate mostly on industrial con 


tomers as do the other 


panies where wiring devices con 
in for my heaviest play. The res 
of the time it is wiring devices alo1 
with all the other lines. 

“In the case of the dealers, it 
sad to relate that the majority ai 
buying the competitive materia! 
Mostly SO, because they have 
compete with chain stores. The cor 
tractor picture is somewhat bett 
with about 7O per cent of the 
buying the competitive and 30 pei 
cent the high quality, higher-pric 
material. This is a situation that 
am constantly trying to reverse, a1 
although it is slow work overcon 
ing this low-price complex, esp 
cially with those who are reselling 
and must compete with the nume: 
ous, large-price outlets, 1 am mak 
ing headway. 

“What is a salesman going to d 
when a mail order price list 
shoved at him? ‘We can buy lowe: 
at their retail price than you cat 
sell us at wholesale,’ they say. 

“The line of 


least resistan 


would be to shove the competitiv 
price line at once. But I don’t bi 
lieve in that kind of selling, neither 
does our house or suppliers. ©: 
every occasion, with every class 
buyer, I make a sincere effort 
sell the standard line, which we al! 
know is going to give the best satis 
faction to the ultimate user. T 
buyer will not be easily convinced 
many cases, but by continual a1 
constant effort the resistance eve! 
ually breaks down. 

with t! 
whole quality line at once, keep t1 
ing with individual items. Get 
To do it, | 
always sample the new items in t 


“If you can’t get in 


wedge in some way. 


quality lines, emphasizing workma 





6 evices.... 


This is a case of a salesman securing more wiring 


device business through emphasizing quality, carry- 


ing samples, and helping customers with displays 





ship, Operation, appearance, safety, 
tc. Take, for instance the mercury 
switch. It costs a little more, but 

» advantages are easily explained 
ind dramatized, so it is now moving. 

“When it is not possible to show 
something new, then sample any 
tem. It gives you something to 
talk about—something to put in 
their hands. Also it is surprising 


he number of devices we think of 
is old stock items with which the 
istomer is not familiar except in 
general way. The point is, they 
lon’t open the catalogs and study 
hem as we think they might do. 


his is one place where the wiring 


vice line has an advantage over 
: ippliances because you can always 
| rry something in your pocket to 
show, whereas you cannot readily do 
e same with a refrigerator. 
“When it comes to displays, help 
e retailer as much as_ possible 
‘ause the average electrical dealer 
es not put any too much thought 
displaying wiring devices. The 
irdware dealer is a better merch- 
diser and is more conscious of his 
plays. Mostly they have these 
ices on small tables and their 
iin thought seems to be to have 
m as much like tables in dime 
res and department stores as pos- 
le. They are horrified if prices 
not compare with those in chain 
res, so they need some educating. 
? Show them how to display some of 
1 high price quality material 
ngside of the competitive lines, 
reby dramatizing the difference 
giving the customer a chance 
use discrimination. Also it offers 
store salesman a chance to sell 
occasionally, to be able to say: 
re Mr. Customer, is a_ real 
tch. See how this one is made. 
ten to the action. It costs a bit 
e, but it is the best that can be 


] 
i 


e, and it will last longer.’ 






‘Push quality with the electrical 





tractor. He is. either doing 











AKES MORE SALES 


work for a customer of his own or 
on sub-contract with a_ general 
building contractor. In either case 
it is to his interest to put in a good 
wiring job. What is the sense or 
economy in building an eight or ten 
thousand dollar home and having it 
equipped with dime store switches 
and receptacles? What would the 
owner think? The answer often is 
that the owner doesn’t think and 
doesn’t know the difference. Don’t 
believe it. You can’t disguise cheap 
stuff. 

“In the industrial field, the situa 
tion is reversed. There, for main- 
tenance and extension work, the 
best is demanded. It isn’t neces- 
sary to spend time fighting low 
prices, low quality fellows. Mori 
time can be used in covering the 
situation as a whole, getting fami- 
liar with the installation, rendering 
hurry-up service, thereby making 
some real money. 

“Go to the buyer first, in most 
cases. Show him the new things, 
see that he is on the list to receive 
literature and prices changes. Then 
visit the electrician or engineer. It 
is with this man that you can work 
the personal service angle and build 
a genuine friendship. Talk the fea- 
tures of a modern electrical installa- 
tion for he is the one who takes 
pride in that installation, more so 
than the executives of the company. 
What he wants he eventually gets 

-with your help. 

“[ have in mind one such plant 
electrician who worked for a large 
firm in the mail order field. They 
were building an extensive addition 
and using a lot of wiring devices. 
When the bills began to come in, the 
manager called him and said: ‘1 
see you are buying a lot of so and 
so switches and electrical devices 
and are paying such and such prices. 
Don’t you know that we are selling 
electrical stuff right here in the 
store and can sell it at a profit at 





less than you are paying? Why 
don’t you buy from the people who 
are paying your salary ?’ 

“The electrician said nothing but 
went out and got one of the better 
switches and one from the store. 
He came back, laid them on _ the 
manager’s desk and said: ‘Here are 
two switches. Pick out the one we 
should use on our electrical work.’ 
Of course, the manager picked out 
the more expensive switch and the 
electrician said: That’s the one I am 
putting in, which ended the argu 
ment. 

“Tn all cases, whether it is witl 
the dealer, the contractor or the 
industrial, I pay the strictest atten 


gs. I keep 


1 


tion to the small thin 
¢ cial roe | ] ‘ | Nnter e oT 

a specia nolevpook and entet every- 
thing that comes up in the way of a 


service | am to render, or any kick 


that the customer makes. Then | 
take care of those things at the 
earliest opportunity. This will ge 


good will more than anything else 
If it is a matter of complaint, | 
drag out my book and dog my sales 
manager until it is adjusted, thereby 
getting double benefit, because while 
l am dogging the sales manager, | 
can't dog me. 

“That’s another point about wit 
ing devices,” he said, and grinned, 
“most salesmen like to write long 
orders. The more the items, thi 
more we stew and phone and jump 


around, and the better we lik 
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66 AY, 
said Joe, a new 


“Will you give me a 


Fred, wait a minute,” 
salesman. 
little 
of the lowdown on fluorescent light- 
ing?” 

“Glad to,” returned Fred, “I’m 
off on a fluorescent job right now 
and the way things are going | 
don’t get time to think. Anyway, 
its worthwhile. It looks like it’s 
going to be a good year.” 

“Fred,” Joe replied. **As you 
know, I’m a little new at this light- 
ing game, never did much about it, 
but this rush for fluorescent makes 
me wonder if I haven’t been missing 
something. What's your approach 
on interesting a prospect; is it the 
one about how little juice fluores- 
cent takes—or just a gag on the 
latest gadget in lighting?” 

“Are you really serious about sell- 
ing fluorescent, Joe,” Fred 
with a quizzical smile. “If you are, 


asked 


there’s a lot more to it than that 

that is, if you want to make your 
self all the profit that is in the job. 
You know there has been a lot of 
around as to how 
cheap fluorescent is—and I never 


loose talk going 


found yet that taking that cheapness 


le on anything made my custo- 


ang 
mer holler for more, or put real 


dollars in my pocket.’ 


“You're hitting close to home 
now, Fred, for I sold a pretty good 


job last month on that cheap light 
basis, but I will admit there is a 
lot | don’t know about it. Just how 
do you start in on making this profit 
vou are talking about ?” 

“Well, Joe, you asked and here’s 
about the way I do it. First of all, 
let’s assume that you have a pros- 
pect. Now one way 1s to tell him all 
that 
will make his place as modern as 


about a new kind of lighting 
tomorrow's newspaper. Get him all 
excited about buying some new fix- 
tures—and then get down to figur- 


ing the cost. Yes, that is one way to 


do it, but I 


make much money for me. W1] 


found that it does: 


you do that you generally wind 
by having Mr. Prospect interest 
in seeing how cheaply he can bi 

lighting—a: 
there 


himself some new 


darn near always is so 
other sucker who is willing to s 
something ‘just as good’ for a 
less money. 

Tell you the 
through with warming up prospe 
for somebody else to sell. Yet | 
admit that with fluorescent lighting 
so new, and so much glamour abou 
the gold girl, it is hard as the dic! 
talking 


product the very first smack out 


truth, I am 


ens to keep away from 
the box. 

“Actually [I try to put myself 
the customers’ place and ask mysel 
if I were putting some hard earn 
dough into a new lighting job, w! 
would | be spending it for anywa 

-to help out some nice jobber sales 
man, or some dandy manufacture: 
or would I be spending it to mak 
more money for myself in the long 
run. Well, you know the answer | 
that, Joe—we’re all selfish, or oug 
to be, when it comes to spending ou 
own money. That’s why the fi 
thing | try to do is to convince t! 
prospect of the real need for bett 
Better Lig 
Sight and all that sort 
thing. That 
Light Meter with me, and why | 


seeing in his place; 
for Better 


of 


s why I carry 


spend an evening a week loading 
up on this Science of Seeing 
whatever you call it. 

“T figure it’s money in my pocl 
to be able to get a prospect inte 
ested in the things he buys light 

-which is seeing. 1 have never | 
a prospect yet tell me that he 
not interested in getting better s 
ing—but I have had a lot of the 
tell me they weren’t interested 
more lighting equipment. 


1 


“That's the dandy part of selling 





si: 


PoC ETTIN | 








[ quipment 


Convince a prospect you can sell him a lighting job 


tailored to his type of installation and designed for 


better seeing, and that prospect will turn buyer 





sceing—lighting comes in spite of 
tself. First thing you know you've 
vot the prospect measuring his own 
lighting to see how good his seeing 
s with the equipment he is provid- 
ng in his shop, factory, office or 
store.” 

“And where does this fluorescent 
ome in, Fred, when do you get to 
hat ? 

“Well you don’t always get to it, 
Joe. My formula is this: First | 
talk about seeing and begin to size 
up what the customer’s require- 
How much light does he 
need—how much light can he buy? 


hents are. 


hen 1f I tind he is interested, and 
we are ready to go into how to get 
his better seeing, then I’ve got to 
decide whether it is a fluorescent 
‘b, an incandescent job, or a com- 


bination of the two.” 
“Wait a minute,” 
ng his eyebrows, “but we make 


said Joe, rais- 


more money on fluorescent, don’t 
on? 
“No, Ud say we make the most 
oney on the thing that is best 
the customer, but I see what 
ure driving at, Joe—and I don’t 
Fluorescent is new, it’s 
mantic, it’s different—and it does 


blame you. 


There are 
and sell 


ve great possibilities. 
zens of places to sell it 
right.” 
“All right, Fred, supposing I go 
ng with what you say but how 
you know where fluorescent fits 
id where it doesn’t?” 
‘Well that’s not too easy—but 
ain it’s not too hard. 
tain places that are naturals for 
escent lamps. Then again there 


There are 


many places where fluorescent 
uldn't be Therefore let's 
cuss a few important types of 


used. 


hting problems and reach the ob- 
us solution, 
OR COLOR DECORATION 


ese fluorescent lamps produce richer 
s more efficiently than any lamp that 





ever came on the market and should cer 
tainly be recommended wherever larg 
quantities of colored or tinted lights are 
wanted for decoration. 

This means recommending fluorescent 
lamps for decorative schemes in certain 
stores, restaurants, night clubs and lob- 
bies, or wherever they want a lot of 
color and the job can be handled with 
tubular light sources. 

Frequently there will be places where 
even an incandescent lighting job can be 
supplemented with color spots for empha- 
sis or decoration. 

2. PLUS LIGHTING 

Wherever non-directional high level 
lighting, or good white or daylight color 
is required for inspection, or close or pre- 
cision work, fluorescent lamps can be very 
properly suggested. Many localized ad 
vertising units could well use these lamps 
built into some special display piece. 

3. DAYLIGHT LIGHTING 

Wherever high intensities of daylight 
color are required in either work or sales 
areas fluorescents are the most efficient 
way of obtaining this quality of lighting. 
In addition, there is the white lamp which 
is sometimes better used alone ‘and on 
occasion you may find it advisable to mix 
daylight and white tubes on the same job. 


4. HIGH LEVEL LIGHTING WITH 

COMFORT 

Wherever a general lighting job calls 
for 50 or 100 footcandles, you can prop- 
erly recommend fluorescents. Where a 
customer needs this much light the 
chances are more than even that he should 
use either the white or the daylight 
tubes. These fluorescent lamps give the 
coolest footcandles of anything on the 
market. Up to now it has been a tough 
job to sell 100 footcandles over very 
large areas, because of the heat that used 
to go along with this high level lighting. 
However, with these new tubes you can 
give your customer all the footcandles he 
needs with relatively little heat, and be 
cause of the size of the tubes he will get 
a minimum of glare and brightness with 
these high levels. 
5. LINEAR LIGHT SOURCES 

These lamps have another character- 
istic which frequently will recommend 
their use over anything else. Rather than 
coming from point light sources, the light 
comes from an extended light source. 
This means low brightness at the source 
but it also means that you can put these 
tubes down close to a lot of special jobs 
and get evenly distributed light with prac 
tically no shadow. They fit in nicely 
in cove lighting, in show cases, and where 
you have to bring the lamp right down 
close to the work. They also fit into 
special fixtures where a customer may 


need a large area 
tively low 


brightness. 


1 1 , 
ight source ot rela 


Many swell jobs 


have been done for the inspection of colo: 
illumination of pictures 


printing proots, 





and some big jobs such as the making ot 
an artificial skylight for the grading ot 


cotton. 


You 


lamps fit into a lot of places. 
you have 


can 


numerous 


these fluorescent 
However, 
light sources to 


see that 


choose from and you should follow this 
general formula in making your recom 
mendations : 

1. Figure out the ideal intensity and 


Now 


distrit 


ution to give the custome! 


maximum benefit in the terms ot 
the Science of Seeing. 

Determine the cost to give him 
this benefit with fluorescent and 
incandescent lamps. In some cases 
you should also figure on mercury 


lamps 

clude 
(a) 
(b) 


(c) 


(d) 


you 


. Your costs ought to 


The cost of fixtures and 
installation amortized ove! 
ten years. 


The cost of the renewal 

tubes or bulbs. 

The cost of current. 

Sometimes you will also | 
have to figure on the cost 

of a rewiring job 

can look over your various 


recommendations and determine whethie 
the job correctly fits one type or another 


That’s working at the matter tr 


ym thre 


customer’s standpoint and may be the first 


} 


time you can decide what is best to 


ommend. 


Maybe you will want to re 


ommend a combination of lamps. befor 


you finish 


up. 


Fred buttoned his coat and looked 


at his watch. 


“That's the formula. 


Joe, and if you have the intestinal 


fortitude to carry through, you will 


have a friend for life in each cus 


tomer 





vou 


sell. 








By A. W. Hallett 


Vanager Power Apparatus Sales 
Graybar at Cincinnati 





















































Selling More Electrical} ] 





HOLESALERS’ salesmen are 

continually confronted with the 

problem of securing an enter- 
Ing wedge as a means of interesting 
prospects and turning them into 
active accounts. New ideas or 
products are needed to attract the 
attention and interest of prospects 
something with color and action. 
This same need exists to a certain 
extent in dealing with established 
customers, because an occasional 
fresh suggestion indicates that the 
salesman has something more to 
offer than a better price. 

One of the strong wedges avail- 
able for the electrical wholesaling 
trade to use in creating that neces- 
sary interest is the electric tool. 
\n electric drill, screw-driver or any 
of the others can be put in the back 
of the car, toted out to plant for 
a quick demonstration. Right there 
we come on one of the important 
sales points favoring the tool line. 
Because any product that can be 
seen and tried by the prospect him 
self, and in his own plant, is that 
much more easily sold. Certainly 
any one of the tools comes in that 
classification. 

In speaking of demonstrations, it 
isn’t my intention to suggest that 
a drill or grinder should be carried 
mito every industrial prospect’s office 
on the assumption that he might 
have time to see a show. Some 
ground work has to be done before 
hand to find out the type of produc- 
tion done in the plant, so it will be 
possible to determine what they 
might use. For instance, if they 
do wood working they would be 
natural prospects for drills, saws, 
screw drivers, buffers. However 
your electrical contractor, wouldn’t 


be a good bet for a screwdriver or 





saw. He can use a drill and ha 
ner, though. 

While talking with various en 
ployees in an industrial plant, it 
quite possible that one of their pri 
duction problems will be mention 
that could be straightened out 
putting an electrical tool to work. 

To illustrate that point, here 
an example of such an experien 
that | had a few months ago. Aft 
mmaking several calls on a larg 
canning machinery manufacture: 
and asking questions each time 
learned that they had a producti: 
problem in making a can-formi 
machine. Part of the job was to 1 
twelve rows of twenty-four 3 
holes in the bed plate, plus num« 
ous other 3 in. holes throughout 
structure. They were tapping 
holes by hand, but the job require 
too much time. In fact three me 
worked an average of three days 
completely tap six machines. 

It seemed to me that an elect: 
tapper would cut down the time n 
terially, SO | suggested it to the pu 
chasing agent. He was interest 
consequently set a time when 
could bring the tapper in and e1 
able him to see what it was 
about. 

The day of the appointment I 
turned with all the details in 
pocket, and the tapper in one han 
While talking with the buyer I k 
technicalities at a minimum and bu 
my sales presentation around 
“gain and economy” buying moti 
as I felt that was the best line 
take in dealing with him. 

When the presentation was co 
pleted he called in the chief elect: 
cian and production manager to h« 


the same story. They wanted | 
statements proved, so we took t 


"TER SELEINY 








Ools... 


Demonstrate by getting the right electric tool into the 


hands of a man in the shop, and it will open the door 


to tool sales and other profitable industrial business 





ipper into the plant and put it to 


work selling itself. The demonstra- 
tion went off okay. so I handed 
the tapper to one of the fellows who 


ad been doing the job by hand 
\fter three or four attempts he 
as able to handle the tool fairly 
vell and even with that skimpy ex 
erience was able to tap holes con 


siderably faster and much easier 


han by hand. He was sold then 


ind there. As the purchasing agent, 


hief electrician and production 
hief were also watching the demon- 


stration, and saw that the tapper 


lid a job, the only thing left to do 
vas go through the formality of 


signing them up. That deal went 


hrough, not because of high pres- 


sure or fancy selling, but because | 


vas fortunate enough to learn of a 


problem that could be solved easily 


nd economically. And that’s typi- 
il of the average tool sale. 
\nother factor favoring electric 
ols is the fact that the market is 
ractically unlimited. Every elec- 
ical contractor of any size should 
e using at least one drill. The 
untenance departments of office 
uldings and large institutions use 
rinders, buffers, drills, sanders, 
lishers, blowers. Industrials are 
st bets for volume sales because 
ey need tools for production work, 
nsequently buy in quantities. Ob- 
usly the tool, or tools, to suggest 
pends on the problems involved 
their operations. 
In the particular case I cited, that 
ount was originally established 
‘ough selling a couple of tappers. 
iter on as I established the line 
carried, and myself, I sold them 
ills and other tools. Therefore 
best way to decide on require- 


‘nts is to get into the factorv 


MAKES MORE SALES 


itself. Then through observation 
and talking with various department 
managers it is relatively simple to 
make a first hand survey of their 
requirements, and find out which 
tools to demonstrate. 

Electrical tools definitely fill an- 
other requirement always brought 
up by wholesalers and their sales 
men. Tools are profitable! First 
of all, a tool sale runs into money. 
For example, the average selling 
price of a drill runs around $35.00. 
A portable grinder represents an 
item of approximately $80.00 in 
your order book. A screw driver 
sells for from about $50.00 on up. 

Just as encouraging are the lib 
eral discounts extended to whole 
salers, thus making it possible for a 
reasonable net profit to result from 
every sale. 

Still a further reason why electric 
tools are a natural line for electrical 
wholesalers is the fact that they are 
package items—easily warehoused, 
displaved and demonstrated. Also 
the sale of an electric tools does not 
involve a lot of engineering. The 
main problem, in fact, to keep in 
mind when recommending a certain 
tool, is to be certain that it is suffi 
ciently heavy to take the beating that 
electrical tools must withstand. 
Necessary detailed information is 
readily available from the tool man- 
ufacturers and their salesmen. 

In addition to getting information 
from manufacturers regarding con 
struction details and specifications 
on the various electric tools, their 
representatives are valuable as 
demonstration-teachers. There is an 
art to putting on the kind of a show 
that puts your dnill or sande: 
through the paces in fine stvle. Ideas 


on how to do that can be picked 





up from watching the specialists put 
on a demonstration 

It isn’t necessary, of course, to 
call on manufacturers’ men for all 
demonstrations, but when getting 





started it is well to watch and learn 
their methods for securing attention 
and sales. 

The final major point which 
makes the line valuable to whole- 
salers’ salesmen is that, through 
demonstrations, entrance is gained 
to the plant, thereby providing the 
opportunity to look for and_ sell 
other electrical requirements; such 
items as lamps, local or general 
lighting; motors, drives, controls ; 
phones—in brief, the catalogue. 

As a summary and continual re- 
minder of the value of samples, the 
following word diagram covers the 


story, I believe: 


Showing 
Actual 
Merchandise 
Positivels 
Lessens 
Efforts 


In my estimation that need tor 


sampling should always be front 


and-center 
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fall into two natural divisions 
mills, factories and other actual 
users In one 


group; with motor 


dealers, repair shops, appliance re- 
tailers, hardware stores comprising 
the other division. 

In building motor and control 
business with these fields, two basic 
principles must be 


1) The 


not atford to become 


kept in mind: 
wholesaler’s salesman can 
involved in 
price-competition as such, especially 
in dealing with industrials and other 
large users, because considerable 
time is required working with plant 
inen in laying out installations, con- 
sequently that investment in time 
can not be overlooked when prices 
are submitted; 2) Knowledge and 
facts concerning your lines and their 
applications are essential require- 
ments for successful motor and con- 
trol selling. 

As far as the first point is con- 
cerned there are times when all of 
us are obliged to meet a price, but 
it is surprising how many times an 
apparent price situation can be 
licked through offering an improve- 
ment on what the prospect origin- 
ally had in mind. By that I mean 
suggest a new idea—a_ different 


drive, control than was 


MOLOor, 
originally contemplated by the pros- 
pect. It is in rendering such a ser\ 
ice that the wholesaler’s salesman 
is valuable to his customer and puts 
himself in a position to secure better 
business. 


Let's therefore that 
knowledge of lines is a requisite. 


Where is the non 


saler’s salesman going to get t 


assume, 


technical whole- 
his in- 


formation?’ Judging from my ex- 


+ 


perience, | say the best sources by 


far are his suppliers—their sales 


if rue ~ 


heir salesmen are espe- 


} 
men, cata data sheets and 


meetings. 





cially helpful because they are 


specialists in their fields and 
making calls with them, watchi 
and listening to them go into acti 
you'll learn. Their catalogues ai 
data sheets also contain complet 
engineering data from which it 

possible to get basic Information 

various applications. 

In addition to the vast amou 
of material supplied by the mam 
facturers, plenty of sales ammu 
tion can be obtained from daily sel 
ing. This is so because the plant 
electrician or engineer has as goov 
if not better, grasp on most phas 
of electricity and its applications 


as has the wholesaler’s salesmai 
Consequently it is useless to get 
volved in general technicalities. 


Instead, the ] 


wholesaler’s sales 
man should concentrate on his ow! 
particular products, 


advantages in detail and how the 


explain then 
will work to advantage in the plant 

\s motor and control selling g 
hand-in-hand, the 


main points 


s 


bear in mind when selling th 
products are the following: 


1. The 


neglected fact to 


obvious, but sometim 
ascertain, 
whether or not the current supply 
atl. OF d.c. 

2. Naturally if th 
d.c. it is only necessary 


current 


to find ou 
the voltage. But in the case of a 
you want to get the 
ber of phases, frequency. 

3. The motor and control equi 
ment might go in a spot havi 
peculiar conditions such as tempet 
ture, dust, 


which to contend. 


moisture, 


gases wil 
Theretore it 
necessary to clarify this point. 
4. In certain communities, pow 
companies have regulations cove 


] 


ing industrial loads. For exam] 


the rule might limit the size 
motor that can be started with 

voltage. Consequently it is a go 
idea to look into the situation 


your territory. 
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sp and Controls 





Profitable business, leading to sales in other 


lines, motors and controls are not too tech- 


nical for the Wholesaler’s salesman to handle 





5. In addition to knowing where 
he motor will be used, it is wise 
to find out how it will be connected 

by coupling, V-belt or belt drive. 

If coupled, the speed of the motor 
s the speed required by the machine 
to be driven. If a V-belt is used the 
motor speed is up to six times that 

the machine to be driven. If 
helted, the speed will be two to four 
times higher. Every manufacturer 
supplies data sheets for helping to 
select the correct motor speed and 
pulley size. 

6. Before it is possible to figure 
a motor and control job, it is also 
unperative to become acquainted 
1 the work the motor is going 

} do. Find out whether the speed 
s constant or variable. In working 
with appliance dealers and average 
repair shops it is a safe bet to 
issume that practically their entire 
lemand will be for split 


a> 


] 
+ 





phase 
jotors with ratings up to about 
ne-third horsepower with speeds 
ying from 1140 to 3450 r.p.m. 
On the other hand where loads 
ud starting conditions are tough as 
mills, or for driving a heavy 
pump, or starting a large punch 
conditions must be 
ken into consideration. In case of 


ress, these 


whines that run at low speeds, 
would probably be well to supply 
vear reduction motor. This sort 
factual material can be obtained 
i) manufacturers. 

When it comes to thinking of 
trol equipment, it must be kept 
mind that the control’s basic job 
to start-and-stop the motor, pro- 
control, and 
en required. Further, it protects 


ec speed reverse 


against overload and 


ally against 


motor 
undervoltage, so 
in case current is temporarily 
off, the motor can not automati- 


y restart when comes 





power 





ugh again. 





here are two veneral classes of 





automatic. 
Which one to suggest depends on 


controls—manual and 


the work to be done. In selecting the 
proper control, again bear in mind 
to get the size of the motor, voltage, 
phase and frequency. Also, to repeat, 
it is necessary to find out whether 
the control must be explosion proof 
or have any other definite charac- 
teristics. 

8. Generally speaking, a_ safety 
switch is required as a disconnect 
medium ahead of motor control de- 
vices, so this is plus business. They 
have to be of good quality, too, be- 
cause they carry heavy load current 
at all times and in case of emer- 
gencies have to interrupt unusually 
high currents safely. Therefore in 
selling safety switches highlight 
such quality features as good blades, 
smooth operation, 
quick-break, accuracy of assembly, 
and so forth. 

At the start of this piece, the 


quick-make, 


wholesalers’ two chief markets were 
cited. There is another type of out- 
let, though, that represents large 
volume, but is avoided by most 
wholesalers on the assumption that 
there is no chance for sales. Con- 
sequently it would not be classed 
ordinarily as a major market. 

I refer to manufacturers who buy 
motors and controls to incorporate 
in machines they produce. It is ob- 
viously impossible for the whole- 
saler to work with the very large 
ones, still he has an opportunity to 
get motor business from some of the 
smaller concerns. For instance, we 
have a number of such accounts on 
our active list. 

Here is how one of them was 
started a couple of years ago. It 
might be interesting because it 
shows that these manufacturers can 
be tapped. This manufacturer was 
using rather large quantities of a 
fractional horsepower motor, but 
was buying a particular brand at a 





better price than We as Wholesaicrs 


i 
could secure, and considerably 


lower than we could afford to sell 
the make we distribute. 

Several calls were made on the 
prospect, but we soon learned that 
it was impossible to get anywhert 
on a price basis. So we tried an- 
other angle to change his thinking. 
That was to sell him on improving 
his product with a better motor. 

Our job was to prove that the 
line we handled was of sufficiently 
higher quality, dependability, and 


1 
} 


so forth, to warrant the stitfer price 





tag. So we took one of the 
out to his plant, literally tore 


apart feature by feature — ex 
plained each step in detail to show 
that the motor was worth its pric 
That call was followed within a 
day or two by a six-page letter 
which summed up the personal sales 
interview, plus a few more new 
facts. Within a week we were at his 
office [ 


enough to come out with a small 


again and were 
order—at a respectable profit. From 
that beginning, we built the account 
to the point where we now supply 
the entire motor demand. 

Briefly, that was a case of getting 
around price competition by offer 
ing a better idea. And it’s the sort 
of selling that can be practised 


effectively and profitably anywhere. 


roma 
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LECTRICAL 


now edging into another fan 


wholesalers are 

and ventilating season with the 
best line of products ever available. 
Blades 
move more air faster, more quietly. 
Attic 


newcomers to ventilation 


have been re-designed to 
-relative 
ma- 


and pedestal fans 
are 
Exhaust fans 
and blowers have hit a new peak of 


The 


from 


terially improved. 


“bugs” have been 


efficiency. 
eliminated portable room 
coolers. 

With this array of quality merch- 
andise lap, the 


wholesaler’s big concern is to de- 


plunked on _ his 


vise ways and means for helping 
and better 
merchandising jobs, thus building 


dealers contractors do 

heavier volume and profits for him- 

self. 
While it 


broad generalizations come in for 


is true that even rather 


their share of criticism, I believe it 
is safe to say that June brings the 
wholesaler’s best ventilating month. 
Consequently, right now is the time 
tO put ona drive for prospects not 
already lined up; the time to lay 
definite sales, display, and advertis- 
ing plans with contractors and deal- 
ers already in the fold. 

Because of different merchandis- 
ing problems involved as to desk, 
bracket, domestic exhaust fans, air 
circulators, portable room coolers 
on one hand—and attic fans, indus- 
trial exhaust fans, and blowers on 
the other, it seems logical to discuss 
them as two separate groups. 


For Dealer Market 


Desk and bracket fans, residential 
exhaust fans, air circulators, porta- 
ble room coolers. With the exception 
of kitchen exhaust fans which are 
primarily used for removing odors 
and 
work 


consequently 
around, the other 
units of this classification are bought 


excessive heat, 


the year 


primarily to help make life livabl 
during hot weather. This means tha 
wholesalers will get their bigges 
volume between now and the en 
of July, with dealers continuing t 
sell fans well into the fall. 

Since the fan season is relative] 
short, selling has to be intense, s 
wholesaler’s salesmen should pic! 
out a selected list of retailers wit 
whom to cooperate closely on th 
After all, this is no time 
who 


drive. 
coddle 


interested in aggressive selling. 


dealers refuse to }b 
In promoting desk and_ brack 
fans, best outlets are straight ele 


trical dealers, utilities, hardwar 
stores, department and general 
stores. Some of these outlets a 


also effective for pushing air circu 
lators and portable air conditioners 
But on these last two lines whol 
salers will get heavier volume fro 
specialty organizations having out 
side sales organizations that regu 
larly call on office buildings, restau 
rants, and so forth. Quite often suc 
specialists as oil burner or co: 
stoker dealers, who are in a slacl 
season, will do a large job on ai 
circulators, and portable room cot 
ditioners. Therefore, it’s a profit 
able setup for both of you. 

The first job, of course, 1s to s¢ 
these customers 0 
your particular line. That brings 1 
fundamentals, such fundamentals as 
1) a discussion of the motor, t] 
heart of any fan. Show 
construction means less operatins 
cost, quieter operation, longer life 
2) a discussion of the shape, siz 
pitch of the blades which makes 


pr S] ects or 


how 


possible for more air to be move 
faster; 3) a discussion covering tl] 
general appearance, including finis! 
weight, cord and plug, switch. 

It is also necessary for the r 
tailer, in turn, to use some of thes 
fundamentals to illustrate the di 


ferences between a quality fan ai 
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f i quipment 


Product selling of fans and ventilating equipment can 


be built around essentials of good construction such as 


motor, blade, performance, general appearance and finish 











ne for sale at the chain drug store, 
id why the good fan will last at 
ast ten years longer. 

Product selling is just part of this 
i) of building retailers into good 
erchandisers: They want help on 
lvertising and displays. The bulk 
-and it is good, too 
is available from the manufactur- 


this material 
s. It is also the wholesaler’s 
sponsibility to have dealers’ names 
ut on manufacturer mailing lists to 
ceive supplementary material and 
imnouncements of newspaper and 
agazine advertising that will be 
rried on to help Mr. Dealer move 
re fans. 
Such dealer helps as window ban- 
rs, cut-out displays, handout ma- 
al, mailing pieces should be kept 
rd at work during June, July, Au- 
ist and September reminding con- 
uners that ventilating equipment 
do something to lick that hot, 


air. 
For Contractors, Industrials 


\ttic fans, industrial exhaust fans, 
| blowers. Attic fans have made 
nendous gains during the past 
eral years. But in spite of this 
wing acceptance, they haven't 
reached the point where the 


ge electrical dealer has be- 


ray 

i¢ keenly interested. This lack 

nterest is also due to the neces- 
for some wiring and carpentry 
rk. So unless the dealer main- 

ns a construction department, or 
in with a contractor, the chances 
he will continue to concentrate 
desk fans, portable room cool- 
Cre; 


est outlets for attic fans are 
ities, electrical contractors, and 
in, those specialty organizations 
Maintain outside sales. staffs. 
attic 


s are still relatively new to the 


nust be remembered. that 


lic, consequently a heavy educa- 
al program must be carried on 


through personal calls and advertis 
ing. 

Ample testimonial of this need 
has been demonstrated in those lo- 
calities where manufacturers, elec- 
tric leagues, and power companies 
have used newspapers, circulars, 
radio, and bill boards to tell the 
benefits of attic ventilation. 

There is nothing complicated 
about figuring an installation. Sim- 
ply figure the cubic contents of the 
home, then select a fan of sufficient 
capacity to change the air every 
few minutes. The home owner must 
be impressed with the fact that both 
a quality fan and one of sufficient 
size are a necessity. Otherwise, the 
installation will be expensive to op 
erate, noisy, cause vibration. Price 
should be 
good fan, completely 


no problem, because a 
installed, is 
available for $200 and in the case 
of smaller homes, for considerably 
less. 

\ small point, but worth men- 
tioning to dealers who will be out 
canvassing for fan installations, is 
that they should avoid saying, “All 
that is necessary, madam, is to cut 
a hole in the ceiling of the upper 
hall.” That 
plies dirt, mess, and trouble to the 


word “cutting” im- 


housewife. Instead, suggest to your 
retailers that they use some such an 
expression as, “We only have to in 
stall a grill over the upper hall.” 
This doesn’t sound like much work 
and it certainly avoids sales resis 
tance. 

To save time and sales expense, 
retailers should concentrate their ef- 
forts on fairly prosperous neighbor 
hoods, for there live the people who 
can afford attic fans at the present 
time. Several years from now is 
time enough to go after less ex- 
While most of us 
consider an attic fan for private 
dwellings only, there is considerable 


pensive homes. 


business available in the apartment 


house field. The sales story in this 
case is purely economic; the idea 
being that hot, top-floor apartments 
will rent more easily when they 
can be cooled. This is dollar-volume- 
business, too, because a fan 1s re 

quired for each apartment. 

Exhaust fans and blowers for 
commercial and industrial applica 
tions are sold through contractors 
or direct to those concerns main 
taining their own electrical depart 
ments. 
installations, the 


In the majority of these 
preliminary engi- 
\s in the 


case of an attic fan job, the 


neering work is simple. 
basic 


t 


to figure tl] 


step is he cubic foot con 
tents of the room or area to be vet 
tilated. 

In selecting the proper fan. also 

l l -_ | proper te >» 

: ‘der the functi ee 
consider the tunction of the location 
where the fan is to be used and the 


number of people regularly in the 





area to decide how 


frequently the 


air in there should be changed. 
Some of the important markets 
for exhaust fans and blowers are 
foundries, paint shops, laboratories, 
offices, 


auditoriums, restaurants, 


roonts. laundries, 


pt »( )] 
chemical plants. 


then, there is a need for a blower 


garages, 


Broadly speaking, 


or exhaust fan in any location hay- 
ing a smoke, odor, or heat condi- 
tion to be eliminated. Unlike the 
desk fan, this type of ventilating 
equipment gives year-round volume 
to the wholesaler. 
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HE key to success in the sale of 

small appliances, in my opinion, 

lies almost wholly in demonstra- 
tion. A dealer must not get lax in 
his demonstrations to the public, 
and to keep him from it the whole 
saler’s salesman must be constantly 
demonstrating to him. 

“Small 
sort of a name to apply to them. 
Table “Traffic Ap 
pliances’” and so on are no 


\ppliances” is a lame 
\ppliances,”’ 
more 
While they are smaller 
in mere size than major appliances, 


indicative. 


still you have unit sales in this field 
dollars, 


with an average well into two fig- 


running as high as fifty 


ures. \ lot of the fellows may look 


Never- 


theless, take along a shot gun and 


upon them as small game. 


fill the frying pan. They represent 
sweet business the year around. 
And while on this subject of gen 
eral appeal, I cannot refrain from 
mentioning their great variety and 
modernity, itself a very up to date 
word and not yet in my size of a 
dictionary. More new things are 
coming out to talk about and to sell 
items of great human appeal. The 
push them, 
not only for the profit he can get 


dealer who does not 


out of them, but as a builder of 


store traffic, is making a serious 
mistake. 

Frequently you run across a 
dealer who is doing a fair business 
in major lines but will not be “both- 
ered,”’ as he expresses it, with small 
Many others carry a 
common to be 
brought out from some remote shelf 
and dusted off when a customer in- 
The chances are 
that such a dealer is harking back 
to the Gay Nineties, when about all 


appliances. 
few of the 


ones, 


sists on looking. 


there was to offer the girls with 
rats in 


their pompadours was a 
chafing dish to cluster around. 
But in today’s appliances vou 








have something you can_ sell 
“Young America.” That’s impor 
tant. Right now, the combinatior 
waffle iron and sandwich grill tak 
their fancy. This is the day 
toasted sandwiches instead of lobsté 


Newberg. With 


accounts,” the youngsters prefer 


limited “expens 


make them at home. They are 


social necessity in connection wit 
the million—more or less—baseme1 
party rooms that are being built. 
The small appliance field is espe 
cially interesting because it is % 


ever-changing picture with som 


thing new and exciting all the tink 
Here is the great opportunity f 
the dealer to 


show that he is w 


and coming, and abreast of th 


times. 
Demonstration of small app! 

part follows 

First is the demonstra 


ances on the dealer’s 
two lines. 
tion to the individual prospect 


the dealer himself and his sales 


people. These should be held ever\ 


time they can get a_ prospect 
pause and listen, day in and day out 


Demonstration is showmanship and 


showmanship creates interest and 
sales The wholesaler salesman’s 
job in this case is to demonstrat 


thoroughly each piece of equipment 
to the dealer and his staff, not just 
once but as often as necessary 
make sure they can go through wit! 
out a hitch and be able to introduc 
all the talking points, answer 
questions. 

The second line of dealer demo 
strations is by professional demo 
strators employed in the store. T! 
wholesaler’s duty in this case is n 
only to impress upon the dealer tl 
importance of such an activity, bi 
help him, where necessary, to g 


Women a 


far and away ahead of men as det 


good demonstrators. 


onstrators, unless it be for elect 


shavers. But among the wom 
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. Appliances . . . 





business out 


of small 


Shotgun selling of traffic appliances makes big 


unit sales, is especially 


effective when good demonstration technique is used 





there are two kinds—those who can 
mly demonstrate and those who 
can both demonstrate and_ sell. 
There’s the pinch. The dealer says: 
“Where can I get a good demon- 
strator? If I go into this thing, 
I've got to get enough sales to make 
it pay.” 

That represents just another of 
the services that the wholesaler’s 
salesman has to render in order to 
go over one hundred per cent with 
In common with a great 
many men, I carry a_telephone- 
number “date book.” In my book 
there are only the names of women 


his dealer. 


who can both demonstrate and sell 
electrical appliances. Other sales- 
men, of more varied interests, might 
departmentalize their general books 
so as to get at these numbers readily. 
Perhaps the best way to secure a 
list of demonstrators is through the 
utility home service girls. But it 
s not sufficient to merely have a list 
i demonstrators. It is time well 
spent to make their acquaintance 
ind watch them at work to deter- 
nine which ones can really sell. The 
more you gain their friendship and 
espect, the easier it is to land just 
he right one for your dealer when 
e is ready. 
Very large dealers, like depart- 
ent stores, may have one or more 
rofessional appliance demonstra- 
tors at work most of the time. For 
the smaller dealer, it is my judg- 
ment that the best results are ob- 
ined through periodical demon- 
tration of this kind. Put one on 
ir a few weeks and then “cool off” 
atime. In the limited space of 
e small store, such demonstration, 
kept up too long, loses its whang. 
Seize upon natural advantages in 
iaking demonstrations. I have a 
ealer whose front door sets back 
a sort of bay at sidewalk level. 
‘e put a table right in front of the 










door at the edge of the sidewalk. | 
got a demonstrator of the kind that 
can not only sell on the spot, but fol- 
lows prospects to their homes in the 
evening, follows up group meetings, 
She went after Westing- 
Kitchen-Aid 
mixers for several weeks before 
Christmas. She blocked the sidewalk 
with her show, but the gratifying 


teas, etc. 


house roasters and 


part was that sales fairly pyramided. 
Was it dignified? Well, it turned 
out to be one of the most successful 
activities that the dealer had ever 
undertaken, and sales are what we 
all live on. 

Must a wholesaler’s salesman do 
any cooking? I will answer that 
he must at least be able to. What 
are you going to say when a dealer 
says to you, as they have done to me 
many times, “Come out to the house 
tonight. I'll pick up a steak and 
let's see you broil a steak in a 
Or, “My wife will give 
you the fixings and if you can stir 
up a batch of biscuits and get the 
right brown on them in a roaster 
I will believe you.” 

If you can’t meet such a challenge, 
you surely “lose face.” 

As far as demonstration before 
the dealer goes, if it is a cooking 
appliance you naturally go through 
it “cold.” But you must do it with 
a definite knowledge of cooking back 
of you. The dealer needs that knowl- 
edge also, to be really successful. 
30th of us should have an under- 
standing of what it is all about and 
be able to speak to the housewife in 
her own language. 

Our company provides a practical 
cooking education for its salesmen 
as well as the dealers, through its 
home service department, in con- 
junction with the home service de- 
partments of the utilities. Every 
salesman is so schooled until he can 


roaster.” 


get his classification as a “Tuff 


Guy.” Twice a year, in the early 
spring and fall, classes are held for 
several weeks in the utility kitchens, 
and it is up to the salesman to 
schedule his dealers in groups oi 
six or eight to attend these classes 
and see that they get to be “Tutf 
Guys” also. If you do not drive a 
dealer until he gets this fundamental 
cooking knowledge, he is bound to 
slip. And that means you have to 
drive yourself to drive the dealer. 
Practical cooking knowledge on 
the part of those having to do with 
the sale of electric ranges is one of 
the chief factors in their final spec 
Then similar 
practical knowledge of laundry prob- 
lems gave tremendous impetus to 
laundry equipment sales, especially 
ironers. Everybody has to know 


tacular acceptance. 


how to iron with one of them now- 
a-days to get anywhere with the 
selling. 

For the same reason, fundamental 





and practical knowledge of how to 
use small appliances is working a 
great change in that field. 
what to do with the equipment, 
know to do it, and then demonstrate. 
That will take any salesman right 


~ 


Know 


up the line to greater sales, better 
profits. 
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HIESE thousands of buildings, large and small, may 

be structurally safe and sound, but are electrical) 

obsolete when measured by 1940 standards and 
1940 minimum requirements. 

Until now, electrical modernization could have been 
effected only at prohibitive costs, because floors, walls 
and ceilings would have to be torn up to allow installa 
tion of more conduit to carry added circuits. 

Today, with small diameter wires available, existing 
raceways can carry the needed larger capacities and 
added circuits. Electrical modernization can be accon 
plished at a fraction of the cost formerly involved. 

Financing rewiring jobs of many existing buildings 
can be obtained through the popular FHA plan at 
minimum cost. ALL THIS MEANS THAT EVERY 
ELECTRICAL WHOLESALER and SALESMAN 
can get EXTRA SALES and EXTRA PROFITS by 
showing reliable contractors the new opportunities ; 
helping them to sell rewiring jobs; where necessary 
assisting in arranging for the financing. 
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\—Office Buildings. 


Even in our largest cities, only a 
few of the sky-scrapers are elec- 
trically up to modern standards. 
In smaller cities, practically ALL 
office buildings need moderniz- 
ing. Better lighting, more ventila- 
tion, more outlets for electrical 
office appliances, air conditioning, 
are PLUS factors that attract 
tenants, make rewiring a profit- 
able investment. 


/—Large Hotels. ve: 


50 rooms). Competition is keen. 
Hotel rooms that afford modern 
conveniences, such as good gen- 
eral lighting, reading lamps, fans, 
emergency heaters, even air con- 
ditioning, outlets for heating 
pads, electric razors, other appli- 
ances, are easier to rent, stay 
rented longer, bring better prices. 
Here too, electrical moderniza- 
tion pays big dividends. 


—Small Hotels. With 


fewer revenue-producing rooms, 
the need for gaining maximum 
returns from each room is even 
more urgent. Offering modern 
electrical conveniences, is a sure 
means to that end. On small hotel 
jobs, the ability to offer FHA 
financing will increase chances 
for selling them a rewiring job. 


/—Department Stores. 


\nd most of the leading stores 
everywhere are located in old 
buildings. Now you can show 
them that rewiring can be done 
at moderate cost. 


36 


R New Markets : 








































-_- —~ PD 





© Wholesaler’s Salesman 


WHOLESALER’S SALESMAN — May 1940 









1 wiring Private Buildings 


































A= 179 a 
B= 32 ‘os es 
C= 157 ¥ Palen 
1 A= 50 D= 8 es 
| B= 37 i A= 1,820 
\ “8 130 B= 162 
, \ ee C= 362 
B= 40 } D= 57 
r \ 
D ? \ A= 358 | 
—j ¢=666 B= 19 
) D= 6l C= 56 
D= 9 
A= 4 
B= 3¢ 978 
id 68 
192 
21 
p 
2 S° A=46} 
RST A 
. £2 .* B= 239 
B- 128 0D: ra 
= 443 C= 689 
A=128 \ C D= 40 
- 4I\ 
B= 80 , os i 
C= 355 | 22 
0D 2 \ = 
' 37 
6 2\4 . 
<a —__—_— - 65 : 
62 her i A= 231 \ 
4 \ j ; } a B= % ano D.C 
A=139 A=7105 | { ; i062 P F ad 7 et 8 et ] i 
B= 83 | B= 219 _ f B= 62 fF = <i / 
C=522 C= 722 ‘. # C= 31 
O= 37 D= 42 \Y D- 46 —~ | 
} — y, } 
—_——— — kis 7 : 
t 2 ) | - © A lia 
~ 3 -27\ ' in 
22 \ 5 - a \ 
1c A=213 | ° 
69 B=112 
9 C=622 
D= 49 








May 1940 — WHOLESALER’S SALESMAN 








\—Grade Schools Ee 


}—High Schools 





( —Colleges 


'\—Private Schools 











schools and other public 
buildings have been neglected 


| N your territory hundreds of 





electrically, because circuits were 






already overloaded and there was 669 
not enough money available to 
modernize the electrical installa- 
tions in the old way. 

In the new way, it does not re- 
quire large appropriations to take 
care of needed improvements. 
Practically all schools, city halls, 
court houses, fire houses are 
under-lighted, need more outlets, 
better ventilation. 


[Nwyp 
no® 


| ey) 











Pick the right contractor in “tae | a 
each town, show him how rewir- C= 3 Cc 
ing with small diameter wires D= 45 r. O= 


opens up this market, get him 
started on a campaign to promote 
electrical modernization of public 
buildings. 

Build more sales for yourself 
through promoting rewiring. 
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RE-wiring Public Buildings 
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--IOSN--- 600V---~HAZAKROME---~HAZARD SYN 
ae) SYNTHETIC -=- 10 SN==4 GOOV---HAZAKROME --- 





16 ADVANTAGES OF HAZAKROME TYPE 
SN SMALL DIAMETER BUILDING WIRE 


Re-wiring Existing Raceways For maximum loads combined with ease of installation, 
Practical with HAZAKROME Permanance and safety use HAZAKROME Type SN Small 





Type SN 















































Diameter Building Wire and obtain these 16 advantages. 


A wide range of sizes (14 to 9% Resists moisture, acids and al- 




































































SMALL DIAMETER 4/0) for both lighting and kalies. 
C tive Outside Di t power circuits. 10. Greater current carrying ca- 
omparative Uutside Viameters Ne braids er ether Shrous cov- . pacity. — 
Ordinary Type R | HAZAKROME erings needed. Free stripping to make splic- 
A.W. G. Building Wire | Type SN oe r ing and soldering easy. 
SIZE horas. OO. | paeren. OF. Insulation that will not dete- }> High dielectric strength (over 
Inches riorate in air or sunlight. 700 volts /mil) 
14 sol 190 130 Insulation that is non-inflam- Tough insulation has tensile 
- a prod mable. strength of 2000 Ibs. per sq. in. 
8 .280 .227 Insulation that is oil resistant. |!4. Will not readily collect dust 
6 str .380 .314 : and dirt. 
4" 450 .363 Smooth, glossy, lubricated sur- ‘ . ' 
9 510 423 face makes pulling easy. Insulation is chemically 
1” 570 496 : stable and long aging. 
1/o “ 630 537 Small diameter takes up less }4 Non-fading colored insulation 
ajo * .670 .583 room in conduit. . : & ° “again 
3/0 * 730 634 ; for circuit identification— 
4/0 “ 780 692 8. Can be operated at a copper same color range as on Type 
The 60° C. maximum recommended operating tem- temperature of 60 C. R wires, 
perature of HAZAKROME Type SN as against 50° C. 
Mitininames 
Before NOW Increased Conduit Capacity 
2. GREATER LOADING 
, . Ordinary HAZAKROME TYPE SN 
Comparative Current Loadings Type & ; ond ; 
a Building Wire Small Diameter Building Wire 
i Building Wire Small Diemote 
Amperes Amperes : 
14 sol. 15 18 
12" 20 23 
10 “ 25 31 
* 35 41 
6 str. 45 54 
4” 60 72 
ie 80 96 
1° a1 110 3450 warts 5700 warrs 5800 warts 6350 wars 
hy “ oa: 145 4 No. 14 4 No. 10 (or 8 No. 14) (or 6 No. 12) 
3/0 “ 138 166 Individual Neutral individual Neutral 
4/0 “ 160 193 E.. 
ies as eae cee ins eee tae ee The Hazard Kit of Samples and complete information will 
1940 National Electrical Code. help you sell re-wiring jobs. Write for it today. 
Laren conn | HAZARD INSULATED WIRE WORKS 
% Area of Conduit DIVISION OF THE OKONITE CoO. 
Tye of , Number of Conductors WORKS: WILKES-BARRE, PENNSYLVANIA 
Ordinary New York Chicago San Francisco St. Louis 
Tepe 8 53% 131% 143% | 40%| 40% 
HAZAKROME on lee lee le Loe Philadelphia Atlanta Dallas Los Angeles Detroit Boston 
ype - ° 
ee aos Washington Seattle Cleveland Pittsburgh Buffalo 
40 
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Selling Re-Wiring 
on the FHA Plan 


Through insuring loans up to $2500, FHA expands the rewiring 


by Jay Keegan 


Assistant Administrator 


Federal Housing Administration 


market in those cases where cash is limited but credit is good 





Rie. the 


looked pleasant but si minded 


building owner 


Ti 
firm, “Il admit all you say. 


Myveoowiring’s) old fashioned = and 


nefficient. And this small diameter 


business sounds like a good thing. 


But the outlay of cash—well, 
rankly 
“Just a minute now.” The sales- 


an inch or so 


“Who said 


nan hitched his chair 


loser to his prospect 


nything about cash’ lever hear 
bout the FHA Plan?” 

Part of this scene may sound 
imiliar to vou. Perhaps with 


nall diameter wires, as with any 

her commodity, it is not enough 

explain why the prospect should 

wire. He must be told how he can 
for it. 


Installment selling hrough the 


HA Plan 


1 in the 


should be an etfective 


hands of every whole 
ler, contractor, and salesman who 
leavors to sell a job of rewiring. 
lhe buvers of rewiring jobs, that 
he ultimate consumers, must be 
tty much like buyers of every 


] 


er commodity. If so, they may 


divided roughly into two main 


those who have the 


SSeS 


money, 
their purchases, 


| those who haven't cash, but who 


‘ash, to pay for 


entitled to credit. To be satis- 


with sales directed merely to 
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those who can pay cash is, of course, 
to confine your market within very 
narrow limits. The only way the 
market can be widened is by appeal- 
ing to those buyers who must have 
credit in order to satisfy their wants 
and needs. 

The point is simply this: unless 
salesmen and contractors know and 
use installment selling, a great many 


possible rewiring jobs will, no 
doubt, continue to be lost. 

What, for example, are other in- 
dustries doing in this scramble for 
a portion of the consumer's dollar ? 
Just to make it personal—did you, 
by any chance, pay cash for the car 
burner ? 


+] 
\ 


1c 


vou own? For your oil 


Your Years 


automotive industry adopted install 


furniture 7 


ago 


ment selling for its products, and 
today the same technique dominates 
most other large  industries—in- 
cluding those concerned with hous 
ing. Commodities in the strictly 
retail field, such as electrical appli 
ances, furniture, clothing, and jew 
elry have long since adopted budget 
plans designed for the consumer's 
income and his convenience. 


It was not until the Federal 


Housing .Administration came mto 
effect in 1934 that the government 
took a hand in backing a compre- 
hensive plan of installment selling 


that is available to electrical whole 


salers, contractors and salesmen. As 
most of you in the industry know, 
the FH.\ Plan further expanded a 


volume market which, until that 


tume, had been somewhat neglected 
Just what is this FHA 


| Plan 
and what does it have to do with 


Here it ts, briefly : 


\dminis 


t 


but acts 


your business ? 
The Housing 


tration does not make loans, 


Federal 


as an insuring agency. It 


STOTT) 
inti 


contracts of imsurance with banks. 


building and loan — associations, 
finance companies, and — others. 
(There are about 5,000 of these 


“qualified” lending institutions. ) 


\lmost any type of permanent 
property iuprovement can le 
financed on the FHA Plan—rielud- 
mg rewiring, new fixtures, ete. The 


horrower, depending on lus credit 
standing and his capacity to. pay, 
can arrange for a loan up to $2,500 
He has a convenient period of time 
up to three vears to pay, in equal 
monthly installments planned to suit 
The 


are up to the lending institution, but 


his income. financing terms 
the FHA sets certain outside limits 
on Joans it imsures: a $2,500 maxi 
mum loan, a 3 year maximum term, 
and a maximum discount rate of $5 
per vear per $100. 


(Continued on page 44 















H E G EN E R A L Cc A Bit &g 





The importance of electrical wholesalers, as 
distributors of wire and cable products, grows 
continuously in the task of serving industry’s 
diversified needs. 

The General Cable policy of distribution 
through established electrical 

wholesalers contributes to the 

growth and recognition of these 

wholesalers as important outlets 


for electrical wires and cables. 


GENERAL CABL 
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al Reputation for Responsibility 
SUrCES IN Dlants. Guipmeny Ment 


Standardized pr Juchon Methods arid 
© Provides ‘ identi if Guality ¢ Mtrol as Sev ral Plants 
PEO prem UChe 


 Volurng Of a size 
Mable hy an, “gle plans 
. ‘ 
j 
HH Cony h 


ite Gseneral Cable's 


\ERAL CABLE 


D WIRES ang CABLES for EVERY ELECTRICAL PURPOSE 





IN WIRES AND CABLES 
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(Continued from page 41) 

Those of you who have already 
executed contracts financed with 
I HA-insured loans understand that 
you receive cash payment upon 
completion of the job, with no credit 
worries or losses. The advantages 
of selling for cash in a credit market 
hardly need emphasizing. 

Certainly there are many profit- 
able rewiring jobs which will fall 
under the $2,500 mark allowed by 
KHA. As a matter of fact, by the 
sale of wire supplies, replacement of 
obsolete equipment, installing more 
circuits, new fixtures, larger panel 
hoards, (all of which are eligible for 
KH A-insured financing) most jobs 
financed under this) plan should 
show a sizable billing and a nice 
profit. And, of course, since a re- 
wiring job with small diameter wire 
will bring the building up to present 
electrical “par” without necessitat- 
ing a complete remodeling job, the 
owner will feel inclined to spend all 
he can for additional ehivible electri 
cal equipment and fixtures, because 
higher income can be secured. 

Since the maximum FH-A-insured 
loan under Title I 1s $2,500, the 
plan might not seem, on the surface, 
especially attractive to wholesalers 
and contractors accustomed — to 
larger jobs. But the $2,500 maxi- 


mum apples to unmits—in this in- 


stance, re-wiring. It does not nec 
essarily apply to the individual 
owner. For example, consider five 
schools in a township built) prior 
to 1930 and in need of re-wiring, 
new electrical equipment and fix- 
tures. \ssume the buildings are 
worth the expenditure, and_ that 
each unit is eligible for an FHA- 
insured loan up to $2,500. The 
contractor, then, is in line for a 
$12,500 job. If some of the jobs 
exceed the FH.A-insured loan limit, 
then the school authorities might 
decide to take advantage of the 
$2,500 FH A-insured loan and make 
other arrangements to finance the 
balance. The same principle is ap- 
plicable to hotels, churches, indus- 
trial buildings, office buildings, or 
homes—in fact to almost any type 
of building wherever — already- 
installed raceways have been the 
stumbling block to electric moderni- 
zation. Do the market possibilities 
begin to take on proportions 7 

The wholesaler, contractor, or 
salesman depending on many small 
jobs for his volume of business will 
probably find the FHA Moderniza- 
tion Loan Plan a most effective 
plan for producing and closing sales. 
This is true for the identical reasons 
already stated: no money down, 
convenient monthly payments, and 


up to three vears to | 





Those familar with recent sur 


vevs made, know that improvemen 
in lighting with drastically higher 
intensities are already included in 
over 50 per cent of the moderniza 
tion plans of building owners an 
managers for work to be done this 
vear. This is a pretty good indi 
cation that the public is alread 
aware of the improved methods o 
wiring and lighting. Much of the 
selling job on why is already ac 
complished. 

Much of the selling job on hoz 
it can be paid for also has been don 
\ great many members of the hous 
ing industry, with FHA’s coopera 
tion, have, over the last few vears 
constantly talked installment buying 
of modernization. The public has 
heard much of the FHA Plan and 
knows in a general way that it ts 
possible to buy property improve 
ments on a monthly-payment, lib 
eral-term basis. 

It is up to electrical wholesalers, 
contractors and salesmen to bring 
this ay and how together, to local- 
ize it, to make it profitable. Those 
who do not know exactly how the 
KHA Modernization Plan works 
might find it very much worthwhile 
to study the provisions of the plan 
Complete information may be had 
by calling at or writing the FH.\ 


pay. office in your territory. 





GROSS CHARGE TABLE 


For use of insured institutions which add the finance charge to the amount to be financed. This shows the face amount 
of the note after the finance charge has been added to the amount advanced for improvements and the amount of the 
monthly installments. 



























































When 12 months 18 months 24 months 30 months 36 months 

amount to ff 

: | Amount of Monthly Amount of Month! Amount of M Amoun onthly 
Gnanes = pote payment note papunenx my paseatans ———- a —— ~~ = —— 
$100._..... 105.26 8.78 107.69 5.99 110.12 4.59 112.55 3.76 114.98 3.20 
$200........ 210.53 17.55 215.38 11.97 220.24 9.18 225.10 7.08 229.96 6.39 
$300... 315.79 26.32 323.08 17.95 330.36 | 13.77 337.65 | 11.26 344.94 9.59 
$400... 421.05 35.09 430.77 23.94 440.49 | 18.36 450.20 | 15.01 459.92 | 12.78 
$500..._... 526.32 43.86 538.46 29.92 550.61 | 22.95 562.75 | 18.76 574.90 | 15.97 
$600........ 631.58 52.64 646.15 35.90 660.73 | 27.54 675.30 | 22.52 689.88 | 19.17 
$700........ 736.84 61.41 753.85 41.89 770.85 | 32.12 787.85 | 26.27 804.86 | 22.36 
$800... 842.11 70.18 861.54 47 .87 880.97 | 36.71 900.40 | 30.02 919.84 | 25.56 
$900... 947 .37 78.95 969.23 53.85 991.09 | 41.30 || 1,012.96 | 33.77 || 1,034.82 | 28.75 
$1,000...) 1,052.63 87.72 1,076.92 59.83 1,101.22 | 45.89 || 1,125.51 | 37.52 || 1,149.80 | 31.94 
$2,000...) 2,105.26 | 175.44 2,153.84 119.66 2,202.43 | 91.77 || 2,251.01 | 75.04 || 2,299.59 | 63.88 
$2,500...|} 2,631.58 | 219.30 2,692.31 149.58 2,753.04 |114.71 || 2,813.77 | 93.80 || 2,874.50 | 79.85 














| 
Monthly installment payments have been set at the next full cent nearest the fractional result. An adjustment should | 
be made in the final payment to have the total payments equal the face amount of the note. 


Loans to repair, alter, or improve existing structures may not exceed $2,500, exclusive of financing charges. 
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I’m pushing small diameter wires—today’s big opportunity for 


contractors. I’m selling *°em too because I’m showing my customers 


. 


how to sell rewiring 


Here Are Just Some Of The 
Features Of This Plan... 


No Down Payment is Required 
The property owner doesn’t pay 
a cent until a month after the 
job is completed. 


Contractor is Paid Promptly 
As soon as the job is completed 
the contractor receives the full 
amount of money that is owed 
to him. 


‘on time.”’ The FHA Plan through Commercial 
Credit Companies is the answer. 


* Owner Has Three Years to Pay 
A monthly payment plan is eas- 
ier to sell—it’s the modern way 
to buy most anything. 


* Contractor Has No Liability 
He simply endorses the buyer’s 
note **Without Recourse’”’. 


* It’s Easy to Arrange Financing 
Just tell your contractors to call 
at the nearest COMMERCIAL 
CREDIT office and learn how 
easy it is to sell on the FHA Plan. 


COMMERCIAL CREDIT COMPANIES 


To Commercial Credit Company 


Baltimore, Md. 


* I’m interested in the FHA Plan. Please 


Name ee 





0 


send a copy of your folder **FHA Financing 


Simplified’’ with list of your offices. 


TWO NEW OPPORTUNITIES! 


SMALL DIAMETER WIRES 
—AND THE FHA PLAN 























r 








These are all 


PROSPECTS 
FOR REWIRING 
On The FHA Plan 


Homes 

Apartment Houses 
Multiple-family houses 
Hotels 

Office Buildings 
Hospitals 

Orphanages 

Schools 

Churches 


Manufacturing and 
Industrial Plants 


Other Commercial 
buildings 


| 
} 
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LECTRICAL wholesalers — of 

not too recent vintage will ré 

member the days when Bill 
Goodwin’s star rose high in the 
West, and he went eastward with 
his message to the electrical indus 
try. That was at the period when 
the organization he had managed, 
the Pacific States Electric Com- 
pany, of Portland, Oregon, was 
taken over by the General Electric 
Supply Corporation. Down from 
Seattle at that time came a young 
man to act as manager of the new 
General Electric house, and he is 
there today—George A. Boring, 
subject of this sketch. 

Under his management, there has 
been a steady growth in the volume 
and the service facilities of the Port 
land unit. Two moves have been 
made since the property was ac 
quired; the last, about two years 
ago, was into a building among 
the largest—and in arrangement, 
equipment and __ facilities—rating 
with the best in the General Electric 
Supply group. 

Perhaps it sets George Boring 
a little apart from the average 
wholesaler executive to say that he 
did not reach his present position 
by the warehouse-to-counter-to 
salesman route. Rather he belongs 
to that growing school of whole- 
salers who have acquired an elec 
trical background in college. He 
was born in Denver in 1887 and 


} ) 


after he finished High School went 


48 








GEORGE A. BORING of Portland 


Like every good manager, he tackles the sales 
pinches—really gets out there and pitches 


on to the University of Colorado, 
taking the electrical engineering 
course. Following graduation, he 
became interested in mining, spent 
about a year with a gold mining 
corporation. Then he decided to get 
back in his own field and headed 
for the General Electric testing de- 
partment. We next hear of him as 
foreman of the testing department 
at Salisbury, N. Y. 

In common with a great many of 
the young electrical engineers in the 
testing department, his ambition 
was to get into the selling end of 
the business. The first step toward 
the fulfillment of this ambition was 
when he was transferred to the 
sales department in New York. 
Here he received his fundamental 
training in sales work, but not be- 
fore he had written a book on the 
“Testing and Application of Volt 
age Regulators.” This was perhaps 
his last fling at the purely technical, 


except for a number of miscellane 
ous articles on electricity written for 
various trade publications. 

From the New York sales office, 
he was eventually transferred out 
West—to the Seattle wholesale of 
fice where he worked first as a 
salesman and was later advanced to 
sales manager in that territory. His 
next move was to Portland as 
manager there. 

Of late years, more and mort 
of Mr. Boring’s work has naturall) 
centered upon the managerial end 
of the business. All of Oregon is 
included in this territory, wit! 
parts of Southwest Washington 
But it is all tied in with sales 
work. When it comes to the actua 
motions of working up and closing 
a sale, no one takes any more de 
light in it than George Boring 
Whenever he can get time awa! 
from the inside planning and mat 
aging, he’s out on the sales lin 
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HERE'S HOW TO GET THE RIGHT KIND OF 


experienced lighting specialists. 





There is a wide variety of fluorescent lighting fixtures avail- 
able in a range of prices to meet every fluorescent lighting 
need. They are sold by G-E. Mazpa lamp jobbers everywhere, cent lamps in daylight, white and five colors. 


< G-E MAZDA F (fluorescent ) lamps 
make possible higher levels of light- 
ing and are comfortably cool. They 
are recommended for use only with 
equipment providing good power 
factor. Now available at new low 
prices. Even the 40-watt daylight type 
is now only $2.30. 
° . . 

> When you buy fluorescent light- 
ing, one sure way of getting good fix- 
ture value is to look for this tag. It 
means that the manufacturer has com- 
plied with the specifications for light- 
ing fixtures for fluorescent lamps as 
sponsored by the manufacturers of 
MAZDA lamps. G.E. does not manu- 
facture these fixtures but is glad to 
recommend them. 


ATTN 













ALL FIXTUEF 


. 
at 








ED AS COMPLETE UNITS ! 


: fe wih. \ . 










General Electric is running this ad 
in Business Week, Newsweek and 
6 other magazines reaching your 
customers in May. Plan now to: 


1. Stock quality fixtures. 
2. Sell good lighting jobs. 


3. Take full advantage of the big, 
ready market that’s waiting for 
fluorescent lighting. 


~ 
\ 


MILLINERY S ISPECTION WORK RETAIL STORES 


. ’ a SASS 


FLUORESCENT LIGHTING TO FIT YOUR NEEDS! 


VERYONE is talking about fluorescent lighting 
... and the new cool, high level “indoor daylight” 
and dramatic colors produced by G-E MAZDA F 
lamps. To get the best results from fluorescent light- 
ing, you should have the assistance of competent, 


You can get all the advantages that fluorescent light- 
ing has to offer by consulting your G-E lamp man or 
your local electric service company. Remember, too, 
that General Electric makes more than 9000 different 


kinds of lamps, including a complete line of fluores- 











G-E MAZDA LAMPS 
GENERAL @ ELECTRIC 
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At E.E.W.A. Party 


Saturday evening, April 6th was the time, and New 
York’s Hotel Astor was the place for EEWA’s Tenth 
Annual dinner-dance. About 800 Eastern electrical 
men and their ladies were on hand for the party. Here 
are a few of those who dined, danced, saw the show. 





Guest Thomas M. Gopsill, and Mrs. Gopsill; G. V. Weir, 
Vanaging Director of EEWA; Mr. and Mrs. William J. Kohn, 


Tudor Electric Supply Co., New York. Mr. Kohn was chair 
man of party. 


From New Jersey came Miss Helen Lowenthal; Barney 
Kaplan, Bright Light Reflector; Mr. and Mrs. Lewis Lowen- 
thal, Lowenthal Electric Supply Co., Hackensack. 


At Boston Show 


Annual electrical trade show of the New England 
manufacturers’ representatives took place April 3, 4 and 
5 at Boston Garden’s Exposition Hall. 


: 7 During those Along the line are Gordon N. Lewis of Jenkins Bros.; Mr. and 
days some 11,000 interested visitors saw 168 booths, Mrs. Gene Carsten, Carsten’s Elec. Supply, Staten Island; 
the pr ducts of 600 manufacturers F. C. Nordenholz, Jenkins Bros.; C. Shellburn, Federal Elec. 








Eddie Colligan and Walter Bieringer of E 
Plymouth Rubber, had an interesting ex- 
hibit of their tapes and other products. 


. G. Irving, Vermont Elec. Supply Co., Close harmony by L. C. Chandler 
Rutland, Vt., and J. H. McMullen, Jef- Brockton Edison Co., B. Kovner, same 


ferson Elec., talk fuses, transformers. firm, Jack Leary, Pass & Seymour 
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Display Ideas 


Since all wholesalers get considerable counter traffic, 
























is good selling to use displays in order to give cus+ 
mers new ideas or remind them of items they forgot to 


ut on their buying lists. 





New products are highlighted on the counter of H. N. 
Crowder, Jr., Co., Allentown, Pa., by a sign shouting “Some- 
thine New”. It creates attention, builds sales. 








lf the contractor who sees this sign is double-parked, it’s a 
safe bet that he will ask his wholesaler about the parking 
pace. Then he can look over those display boards more care- 
fully next time. 





lhe Westinghouse Electric Supply branch at York, Pa., has 
gged up this booth-arrangement for showing seven commer- 
al lighting units. Each is separately controlled. 





1/so at the Crowder Company ar¢ 
a series of action displays. This 
contains bells, buzzers, sirens, is 
wired for on-the-spot demonstra- 


tion. 





Display at Chicago (Ill. Elec 
Supply Co., does two jobs: 1 
shows appliances; 2) contrasts dif- 
ference between fluorescent and 
incandescent lighting, as it is il- 
luminated by both sources indi- 
vidually or in combination, if 





desired. 
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Every field offers new 
sensational, complete “p: 
Fluorescent at its finest! 











, 


FOR COMMERCIAL USE—MIRALUME HF-201: 200-watt unit; 4 40-watt , ’ oa 
tubes; approx: length, 50” tunity you now have —in every commercial! 


EVER before have you had the profit-op; 








industrial field — with HyGRADE MIRALUMES'! 


Priced to get business for you, HyGRADE M 





LUMES provide Fluorescent Light at its fines 








several times more light per watt ...no harsh ¢ 
or shadow ...only one-fourth the radiant heat 


equal light intensity! 





INDUSTRIAL MIRALUME F-100: 100 watts: 2 40-watt tubes: approx From all over the country, jobbers and sales: 


length, 54” . ; 
engt report sensational MIRALUME sales. Act now to 





your share of MiRALUME profits. Find out a) 





free-trial and F.H.A. financing. 


WRITE TODAY for full information, pf 


discounts on MIRALUMES. Address: Dept! 








Hygrade Sylvania Corp., Salem, Mass. 
















FIFTY-WATT M'RALUME — for commercial use; approx. length, 25’; 
2 20-watt tubes. 


as) Sr ad 
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~~ 
COMMERCIAL OR INDUSTRIAL—HF-200 MIRALUME: 200 watts; 4 
40-watt tubes; approx. length, 50 
























ELECTRICAL MANUFACTURERS IVHO 





e present here the second group of a series of 
. brief historical sketches of electrical manufacturers. 

pi It is believed that through knowing more about the 
st! concerns and the men who make what wholesalers 


sell, the salesman can and will doa better selling job. 


a e By 1914, the company had kept step with demands ot 
heat diane saad a. ees peer al 

- le times with such products as new designs of warning 

bells for electric automobiles, a prize winning burglat 


‘mm annunciator, and a Carriage call 


+ * + al : 
salest Electric Ny nalin lhe declarati m of war by the United States inaugu 
rated a perl xl of intense tivity, special electri equiy 


ACUI } i 1u 
to ment being made for army nd navy use 
ow te nt being r army an lavVV Us¢ 
In 1920, 1926, 1929 and 1930 expansions were mad 
fl ‘ “o , , , ’ lnend. fartttbtec aa ia . d omnany of mad 
jut ad Far ery from the gas-lighters of the company’s plant tacilities, and Edwards and Company of Canad 
‘ = ; was founded. In 1936, a new plant was built in Norwalk 
early days are the Edwards and Company signal- Conn.. which is designed so that manufacturing and o: 
ing installations in large modern buildings. duction move in a straight line trom raw ma Iroug 
machining and assembly to the stock and hence to t 
n, pil shipping room 
ym There you have it, the history of a company 
Jept! \ FAMILY basement is often the softest cradle tor a1 in their time Robert Edwards and Adam Lunget 
fh infant industry, and when Robert Edwards and Adam Robert Edwards, Junior gave their full measure of strengt 
ingen took their experience in making gas lighters, plu ind ability, setting up a tradition which is being carri 
vision, faith, and a one-hand lathe to the basement on by the present officers—Robert S. Edwards ec 
Lungen’s father’s jewelry store, they laid the founda- dent; Thomas S. Nolan, vice-president in charge ule 
for a business that was later to manufacture signaling Christian Mille r. vice-president in charg f manufac 


. - I 
ices which would answer needs yet undreamed of. turing; Edward P. McHugh, secretary and treasure 


t 


\ succession of devices—speaking tubes and burglar I. M. Edwards, vice-president and Oe 


rms, the “iron-box bell’, the patented drop-type annun- 
tor, circuit-closing contact for doors, electric wound 
cks, medical appliances and coils—were some of the 
ilucts made in the early days of the company’s history 
ich kept pace with the fast moving changes of the 
ly days of electrical development. 

Ip to 1896 Edwards and Company had covered the 
‘tions of an infant industrv—designing new devices, 





nufacturing them and taking the contracts to install 
F m. The partners now decided to devote all their facili- 
to design and manufacture, and the contracting branch 
the business was sold. The Edwards modern plant in Norwalk, Conn. 
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| SELL 


THROUGH WHOLESALERS 





Lamps for Seeing 
Tubes for Hearing 


In 39 years Hygrade Sylvania has become a 
leading manufacturer of lamps, one of the largest 


producers of radio tubes 


l the turn of the century, Frank A. Poor, present treas 
a ae ee ae ‘ ciated 1 : 
urer of Hygrade Sylvania, began manufacturing lamps 





Since then, he and his associates have built their volume 
point where their lamp and radio tube volume rates 

o] unong the industrv’s leaders 
Strictly speaking, the name “Hygrade Sylvania” came 
» being in 1931 with the uniting of the Hygrade Lamp 
»., Sylvania Products Co., and the Nilco Lamp Works, 
I: Nlowing the merger, it Was decided to market 
ll lamps under the name “Hygrad id all radio tube 

Svl\ in 

In addition to its other activities, the company is now 
verv active in arketing fluorescent lighting equipment 
] ] ] light sour 


Hvgrade Sylvania has been interested in this 
i. number of years. In fact, their scientists and engi 


neers had been working in the laboratory for six years 


nm fluorescents, before their line was introduced commet 
lly 1938 Foday, Hygrade manufactures a con 
e line of fluorescent lighting “packages”, called Mit 


lumes, as well as the tubes themselves. 


Their fluorescent business has grown to such an extent 


it it has recently become necessary to open a plant 
Ipswich, Mass.. for the manufacture of Miralumes 
Phe acquisition of the Ipswich plant now brings the 


number oft tactories to five. 


Sal Nl, Mass., nd one each in St Marvy’s Pa.. ind E1 


\n itere 1g po about i Hveg icle Sy Vania Corp 
ler unusual in the mayoritv of corporations that size 

] ;. ] + +1 rie Tf ~] ] “7 ) ’ i 

le Tact that the p 1¢ pal STOCK wlders ind owners 

, ’ 41 4 ’ > 7 
ivlv engaged in the management FE. J. Poor 1s chait 


j in of the board. B. G. Erskine holds the presidency 
IF. \. Poor is treasurer, W. E 


Poor and M. F. Balco 





Charles G. Pyle, Gen- 
eral Sales Manage r, 
Hygrade Lamp Divi- 


sion 








President Darwin Curtis 


Founder A. D. Curtis 


There's More to 
Lighting Than Light 


HE fact that not only the quantity but the quality 
artificial illumination is of utmost importance is a bas 
principle followed by Curtis Lighting Inc.’s founder, A. D 
Curtis and his son Darwin, now president of the compat 
in planning fixtures which make effective and dramat 

use of light sources. 


Twelve in One 


National Electric Products Corp. Works comprise 
twelve separate factories, each unit being a com- 
plete plant in itself and capable of being operated 


independently. 


ee big enough figures on top of each other, at 
those figures in themselves became dramatic and inte! 
esting. Statistics on the National Electric Products Co1 
carry just that kind of interest. For instance, the mill 
located at Ambridge, Pa., occupy 17 acres of grow 
buildings contain 13.2 acres of manufacturing or storag 
space, average inbound and outbound yearly tonnage 

100,000 tons, there are about 1,800 employees, the year! 
payroll is $5,000,000, the 12 separate units are complet 


i 
s in themselves, capable of being operated indepet 


itly. 
There is a great rigid conduit plant with sherardizing 
enameling, rolling and galvanizing facilities. The wi 
department draws the copper from large rods, has its ow 
rubber compounding, braiding, vulcanizing, saturating a1 
finishing divisions. The outlet and switch box pla 

inufactures over 3,000 different electrical boxes at 
fittings of steel for use in all types of electrical wirit 
he armored cable plant rolls its own strip, electrog 


vanizes, paper-wraps and armors its own wire 
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With the recent introduction by General Electric of 
small diameter Flamenol Building Wire (for rewiring 
existing raceways), distributor salesmen selling G-E 
Wiring Materials are better equipped than ever to supply 
the reu uring market. The complete G-E line composed of 
conduit, wire and cable and wiring devices isa leader in 


\ 





the wiring materials field. New materials are continually 
being introduced for rewiring and for new wiring. 

Not long ago a silent switch was introduced and 
another standard switch completely insulated with 
Textolite, a new BX armored cable, an improved serv- 
ice entrance cable, a cartridge fuse with silver plated 
contacts. And now a small diameter wire is introduced 
that will enable thousands of existing buildings to be 
rewired inexpensively. 

Distributor salesmen selling this wire will automati- 
cally sell many, many other items needed for rewiring 
in addition to the wire. But whatever is needed they'll 
have because the G-E Wiring Material line is complete. 
Wiring Material Section, Appliance and Merchandise 
Department, General Electric Co., Bridgeport, Conn. 


FLAMENOL BUILDING WIRE 


(For Rewiring Existing Raceways) 


W attages can be increased inexpensively by re- ™’ a 
wiring existing raceways with this new small 
diameter building wire. Available in sizes 14 to 


4/0 inclusive. Insulated with synthetic compound 


which is tough, 


long aging, flame retarding, 


Ls 


and high in dielectric and mechanical strength. 


GENERAL @ ELECTRIC 
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ELECTRICAL MANUFACTURERS WHO 












‘he company was founded in 1905 as the National maintains a sales program of reaching retailers throug 
Metal Molding Co. Their general offices are located in established distribution channels. 
Pittsburgh, with twenty-four branch offices and = seven In keeping with their policy of expansion, they hay 
warehouses over the United States. recently gone in for the manufacture of an applian 
The mills, located in the Pittsburgh industrial district cord set, and have developed an electrical room heate 
have easy access to high-grade raw materials. Surround- which is being marketed under the name ‘“Convectorad 
ng industrial towns supply the army of skilled workers itor.” 





equired to mann the machines. 
\ partial list of products includes: rigid metallic con 
t I 
luit and fittings: marked and measured Satecote “Dilec” 







: vires and cables; surface wiring systems; armored bushe 


thle and flexsteel metallic conduit; non-metallic Loo 








Wire: outlet, switch, concrete boxes; electric s 





Ig 





muutdoor use; and a complete line of fittir 





Timing Does It 


The first time switch of Reliance Automatic Light- 





ing has been added to until the line now includes 


about 45 standard items 












gs after Benjamin F. Flegel entered the electric 
business, he became very much interested in timing 
devices. First thing he realized, he had developed 

ime switch that was outstandingly good, therefore | 














iad it patented. That encouraged him to organize 







Factory of the National Electric Products Corp Reliance Automatic Lighting Co. in 1909. 
His “‘line’’ consisted of that one type—a 20 amy 
louble pole, single throw unit. As demand grew, M 
Flegel developed more types, and now his catalog co1 






ins 45 standard units. Besides these, the company mani 
















. factures special types for specific installations. 
Christmas— Mr. Flegel continues to keep in close touch with ope: 
tions, but in 1936 his son, “D. I.” relieved him of mat 
365 }) y f his responsibilities whet he Was appointe 1 gene! 
inager. 

a dys d Cal \s the company grew, and profits increased, Mr. Fleg 
vas never tempted to the point of spreading out int 

: ther lines of manufacture. Because of the highly speci 
Development and improvement of new ideas in ved nature of timing devices, he has felt that throug 
the decorative lighting field has proved a _ suc- mcentrating solely on this equipment Reliance cou 

serve the industry most effectively. So that has_ be 

; cessful policy in the growth of the Noma Elec- the policy from the beginning. Another policy that 

i tric Corp. heen effective and profitable is that of selling its prod 

nlv through wholesalers 









\CK in 1926, the founders of the Noma Electric Corp 
decided to apply that bit of business philosophy cot 
cert { 


er mousetrap to the decorative lighting 


“se : 1 1 1 1 
MusINess, Chat las been tT! 


leir goal ever since And 


judging from their consistent 















Just like our good and jolly friend, Santa Claus, N 
lectric is in rather an unusual field of manufacture. F 
vhile most of us are now thinking about golf or swim 
ling, the folks at the Noma plant in New York are 
linking, planning, and manufacturing new ideas for 
making Christmas trees more attractive. 










These new designs, with added features of attractiv 
ness and safety, mean greater sales for retailers as_ the 
Holiday Season approaches, because the public likes and 
buys new means for improving the appearance and safety 
f tree lighting. That public acceptance, in turn, is 
reflected in the electrical wholesaling industry, for Noma D. F. Flegel 
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SELL THROUGH WHOLESALERS 


° ° ° lighting came along, control units for this new light 
19 ing Ince source were added to the line pictured below. 
During its existence, the Sola organization has concen 


trated on manufacturing transformers and has sold exclu 
sively through wholesalers. 





Overbagh and Ayres has 38 years of experience 


to draw upon in making its lighting units 


M \NY men in the electrical industry are remembered 
\Wi for activities in one particular field, but the late 
Franklin Overbagh contributed to both the manufacturing 
nd wholesaling branches. For many years, he was gen- 
ral secretary of the old E.S.J.A., and from 1902 until he 
‘d in 1936 Mr. Overbagh guided Overbagh and Ayres, 

inufacturers of lighting equipment. 
Before forming this business, Mr. Overbagh had beet 
. <perienced in selling for electrical manufacturers and in 
nducting his own wholesaling business. ‘Consequently, 




















S ¢ ° 4 
knew the business well, operated on a sound and 
nservative basis. Under the guidance of the founder's 
\lfred A. Overbagh, that policy continues today to 
vern the company’s manufacturing and sales activities 
its line of industrial and commercial lighting units 
} 
} 
| 
“Telescopes. 
Vew 40-watt porcelain enameled fluorescent lamp fixture F T hi 
Krom Research Work Specialized fittings and tools for thin wall conduit 
bring Briegel success 
To Making 
| f 
‘rom research organization to transformer manu- 
facturer is the change made by Sola Electric 
Ml HE “B-M” Telescope system of fittings and tools for 
BOUT 1! , po thin wall conduit apparently “telescopes” only outwat 
18) 130) he » luminous » sign industry was “ge ; , : : : ae 
\' kL 2 Pop a: ts reales Sal: FL ay ad for it has brought such an increase of business to Thi 
strueociine ° or ts ‘ > . 7 “lectric 1 YANN . } . hi 
l truggling through it a ncy; ola pom — 111) Briegel Method Tool Co. that today, this company, 
+ se as a researcl oratory to study luminous : ; a ie 
et up as a re er) tDo1 A TY ve 7 “ae founded in 1934, uses plant space of 15,000 sq. feet to 
ve signs, to try find out what made them go bad. , eos , eee 
om, Se Sty 7 . at ' manufacture Briegel’s fittings and special tools tor thin 
ne of the frequent troubles they learned was in _ the s 
; : wall conduit 
issormers ; " Organized by the late Theodore Briegel, assisted by 
The engineers then turned part of their efforts and . ee Hae ear ee 
4*,° ° . . Nis son, the company is NOW under the nanagvemen l 
ities towards developing a transformer designed espe ‘ ab 
44 » ° . Ps . ; 1 the latter, also named Theodore 
y for use with these luminous tube signs and devel- 
| the successful Sola Core Type construction 7 
Power, signal and control, oil burner ignition trans 
. . , . . Quadrangle Mig. ( s located on Peoria St., Chicago, 
ners and units designed for the operation of mercury Juadrangle Mig. Co, 1s locate _ 
: . ; ; “eee ; Sinn : os wenecpiamd. ~ Vetiakcuaan 
or lamps were added to the Sola catalog after the not in Peoria, Ill., as stated in our recent historical 
‘ess of the neon sign transformer. When fluorescent writeup of this concern. 
—— 
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AMMA THIS TESTIMONY 


Do you mean you have never sold direct to the contractor, dealer or industrial? A. Edwards and Company has 
been in business since 1872. In the early days we had to get the order, make the material and install it. As 
outsiders grew familiar with installation work we fostered them as contractors and discontinued that part of our busi- 
ness. Then, in the early eighties, when the electrical wholesaler came into being, we fostered them too and insisted 
that our contractor friends buy through these distributors. 


But do you mean to say that today you sell everything through the wholesaler? A. Our complete signaling 
device line, yes. We do some contract specialty manufacturing and courtesy billing to other manufacturers but 
there is no exception in the distribution of the Edwards line of signaling devices. Even all Government business goes 
through our distributors. 


Why do you always evade my question by talking about a distributor when | ask you about a wholesaler? A. Well, 
there is a distinct difference. All Edwards distributors must, of course, be fully qualified wholesalers but all whole- 
salers are not Edwards distributors. We naturally confine our transactions to those wholesalers with whom we can fully 
cooperate. 


Are you appointing additional distributors these days? A. Yes, occasionally, but we are dropping more than we 
add. It is our theory that our salesmen should sell for the distributors, not to him. We want our salesman to do 
creative selling in the field. When one of our distributors gets to be just a buying broker he is wasting the time of 
our salesmen and we are better off without that distributor. 


Do you think the distributors’ profit is sufficient today? A.No. We have just inaugurated a new discount 
schedule to increase his margin. Everything that is specialized enough to be free from cutthroat competition wil 
be in a long profit schedule. Short profit schedules are forced upon us mostly by competing manufacturers who 
do not protect wholesalers. To some extent they are forced upon us by the wholesalers themselves. 


Now why should a wholesaler force you to give him a shorter profit? A. Well, that is a condition that w 
think is steadily improving. However, there are still some wholesalers who fall for the old trick where a manu 
facturer negotiates an order with a department store, for example, by giving them an extra special discount and the: 
dangles the order in front of a wholesaler. 
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holesater Salesman NEWS 








are the Board members at 
William A. Kimbel, 
Harmon, Raymond Loewy. 


their first 
Virginia Conner, Edward D. Stone, Arthur Loomis 





RESIDENTIAL LIGHTING FIXTURES will be stepping out in new 
form one of these days, and when the new designs appear, the industry 
will thank these members of the Advisory Board of Design of the Ameri- 
can Lighting Equipment Association for many of the improvements. Here 


meeting last month—Chairman 





Wholesalers Will Profit 
From Fixture Makers Plan 


To give added stimulation to their industry, residential 


fixture 


with program for 


| ADING producers of residential fix- 
have founded the American 
ghting Equipment Association to 
rove conditions in their industry 
promote wider use of their prod- 
Twenty two concerns account- 

for roughly 75 per cent of the 
intry’s residential fixture produc- 
1 already have joined the organiza- 
and others are expected to come 


4tures 


heir big aim, of course, is to build 
sales volume for members and 
realize that to do so they must 
) wholesalers, contractors and deal- 










manufacturers 
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have formed an_ association 
improving designs, boosting sales 


ers sell more living room, bedroom, 
dining room and hall fixtures. They 
believe that these rooms should have 
permanent light sources, with port- 
able lamps used for supplementary 
or localized lighting. 

It has been generally admitted that 
the fixture manufacturers have been 
losing sales volume, while portable 
table and floor lamps have moved 
ahead steadily in popularity. 

Two of the reasons for the fixture 
decline is the fact that designs haven't 
been any too good and that fixture 


manufacturers did not band togethe 


to re-sell their products a 


for homes and apartments 


hey are doing something about 
now and those familiar with thi 
dustry agree that this new group 
mn the right track 

Chairman Joseph Markel has at 
nounced the formation of an Adviso1 
Board of Design to make a thoroug] 

} Ph ‘ 


residential illumination 
trike a stvle or trend that combine 


study ot 


engineering 


yf current interior design practi 
lhe study will result in a desig 
theme around which members 


produce individual units 


efficiency with the best 


Chairman of the Board of Desig 


is William Kimbel, head of A. Ki: 
bel & Son, New 


tors. Serving on the Design Boa: 


with him are Virginia Conner, E« 


ward D. Stone, Arthur Loomis Hat 
mon and Raymond Loewy, all nation 


ally known in the field of architectu 
interior and industrial design. 


When this board of experts 


submitted recommendations, and ge1 


York, and president 


% the American Institute of Decora 


eral patterns have been approved, det 


inite plans for promoting the 
i i] announced toget] 


| 
lesigns will be 


with a program directed to. re 
rchitects, general builders a: 
ior decorators in additio » our O 
1 1 i 1 ‘ ow ee 

industry. Wholesalers be ing 
rectly from these eftort 

- ° V1 
to te-11 ICALLY 


Wiremold Enlarges 


Work has started on a new 27,000 


ant unit for The Wire 
eee 


sq.It. p 
manutacturers Of lighting 


tO. 


wiring equipment at Hartford, Con 


This unit will provide necessary 
ities for the many new Wire: 
products designed for use wit! 


, 
orescent lamps. 


Shartle 


Howard J. Shartle has 3 


Progress Vacuum Corp., | 


vice president in charge of sal Be 


fore affiliating with Prog: 


eastern sales managet } 


Vacuum Cleaner Co 


} 


With Progress 



















BRIEGEL 
METHOD... 


Used in the Netherlands 
East Indies Building 


"We used BRIEGEL box con- 
nectors and couplings for the 
lighting and fire alarm systems 


in the Netherlands East Indies RR 


Building", states S. Cimino of B 


the Severin Electric Company, \S 


. " ¥ST 
San Francisco. "Also for the qi Fr rowel 
fire alarm systems in 95%, of  ,for, economy, time-saving and \ S27 
ye GEL and couplings TOT Kisal 

the buildings and palaces at the You simply slip the ftting over 

the tube, 4 the i 

indenter twice—and the operat 
GOLDEN GATE EXPOSITION, _ |ndenter twice—and the operation 

ipproved b ie ) f eR ul —_ a J 


Distributed By: 


THE M. B. AUSTIN CO CLIFTON CONDUIT CoO., 
Chicago, III. Jersey City, N. J. 


CLAYTON MARK & CO., GENERAL ELECTRIC CoO.., 
Evanston, Ill. Bridgeport, Conn. 


THE STEELDUCT CO., 
Youngstown, Ohio 


The One Tool Needed 
Costs Only $1 Say 











NATIONAL ENAMELING & 
MFG. CO., 


Pittsburgh, Pa 
Maiteer ~~ | — & 


ENAMELED METALS CO., CABLE CO., 
Pittsburgh, Pa 


BRIEGEL METHOD TOOL CO., Galva, Illinois 


Eimhurst, aa York City 





eo oe 


. -_“ 


WME 


‘REFLECTORS 


FATTO 


SUPERIOR 
FEATURES: 


light output is 78°. 
angle of cut-off is 17 


minimum. 


switch is renewable and 


easy accessibility 





76 





HIGH LIGHT OUTPUT 
REFLECTOR EFFICIENCY 
CORRECT DESIGN 


a TWO-LIGHT 






—~ FLUORESCENT 
LAMP FIXTURES 


The new OAMCO RLM 2-light 40 watt porcelain enameled 
fluorescent lamp fixture is designed especially for general 
illumination of industrial and commercial locations. Particu- 
larly applicable when uniform illumination and color cor- 
rection is desired. 20-foot candles of daylight quality light- 


from horizontal 72.1 , . + as ° ° 

from horizontal of 72-'4° ing are evenly distributed over working surface. Made in 

h . . . . . . 

re lighting practice = accordance with rigid specifications of RLM Standards Insti- 
@ new tu-lamp auxiliary cor- tute and i r H : . 

a A Fg is approved by Electrical Testing Laboratories. 


100%—reduces flicker to Reflector is porcelain enameled gray outside, white inside— 
new style FS4 starting ‘eflector ends are closed to shield lamps. Send for descrip- 
mounted in reflector for tive bulletin which gives construction and illumination details. 


OVERBAGH & AYRES MFG. CO. chicicst iinars 






RLM 


STANDARD 





Westinghouse Awards 


In 1935 Westinghouse Electric & 
Mig. Co. set up an Order of Merit 
to recognize those employees who 
have rendered outstanding service and 
since then 124 employees have re- 
ceived the bronze medal and citation 
Last year 39 employees received th 
medal and among them was B. W 
Clark, president of the Westinghouss 
Electric Supply Co. He was hon 
ored “for his sense of commercial 
values; for his executive success 11 
managing a far-flung sales organiza 
tion, harmonizing it with the worl 
of the parent company” 


Hygrade Names Fuller 


John R. Fuller has been appoint 


general purchasing manager of th 
Hygrade Lamp Div. of Hygrade Sy 
vania Corp. He is responsible to 
najor purchasing problems of incan 
descent and fluorescent lamps, spec 
tron sign tubing and Miralume light 
ing fixture activities. Routine pur 
chasing for incandescent and fluot 
escent lamps and spectron sign tub 
ing continues to be the responsibility 
f E. S. Upton, while I. R. Schall 
continues similar work on Mit 





JOINS WIEGAND. On the first of 
the month Bruce A. Fleming went 
with Edwin L. Wiegand Co., Pitts- 
burgh, manufacturers of Chromalox 
heating units for electric ranges and 





industrial uses, as assistant to the 
president. For the past six years Mr. 
Fleming has been an executive secre- 
tary of NEMA. 

Since graduation from the Univer- 
sity of Kansas and service in the 
Navy he has been active in sales 
promotion and financing relating to 
appliance sales. Before joining 
NEMA, Mr. Fleming was with Gen- 
eral Electric’s Merchandise Dept. 
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IN TEXAS for Cutler-Hammer, Inc., 
are E. K. Anderson and E. F. Meyer. 
Anderson has been appointed man- 
ager of the Dallas office which serves 
Irkansas, Texas, Oklahoma, south- 
ern New Mexico. E. F. Meyer has 
charge of sales in the Houston terri- 


tory. 





Ketcham vue 


| ink \ Kete hat presl lent of 
var Electric C is ebrating 
( l unnive ry l i¢ 
any Ms year. | ie 
iS] ellow-executl ¢ l t 
on 1n s hon \pi 4th 
I 1900 Mr Ketchan pO mn | the 
pany in the Chicago office as a 
bet I 1¢ verti 9 aff He 
there eleven vears, ily inced to 
ral listrict hanager. In 1918 
noved to New yy rk as genere 
les manager and five years ate 
ime general manager ot Wasnt 
lectric’s Supply Department. When 
Department became Graybar 


‘tric Co. in 1926, Mr. Ketcham 
elected executive vice-president, 
ree vears later was advanced to the 
dency. 
Other Gravbar news mecerns 
laude G. Matthews, R. S. Robinson 
1 L. M. Smith Mr. Matthews 
kes over as manager of the Houston 
use. He is no newcomer to that 
rritory as he began his electrical 
reer there in 1905. After working 
the construction end of the business 
eleven years he joined Western 


‘tric as a salesman. In 1924 he 
ime Texas sales manager. Six 
rs later Mr. oun lews went to 
lwaukee is Graybar’s manager, 
nin 1938 m wal to Boston as New 
M4 nd sales manager. That same 
r he advanced to manager. 


R. S. Robinson, who has been with 
mpany 28 years, is now man 

f the Tampa house. Well 

vn in the South, he has served 

salesman and sales manager in 


ivbar houses at Atlanta, New Or- 
ns, Jacksonville and Orlando. L. 


; Smith, a member of Graybar since 
) 29, is now sales manager at Or- 
g lo. Before this appointment he 


been located at the Jacksonville 


Miami houses. 






at 


10 
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RITTENHOUSE 


Quality fo Exzun! 





















































PRESIDENT 
MODEL 


$6.95 
Lie) 
$11.50 


SELL RITTENHOUSE CHIMES 
FOR CUSTOMERS’ SATISFACTION 


and heres why! 
fle? rone QUALITY—The use of spe- 


cial chime alloys, plus correct acoustical 
design and superb craftsmanship result in the 
matchless tone quality of Rittenhouse Chimes. We 
invite you to compare it with others. 


STYLING—A variety of graceful, 

chaste designs to harmonize with any home 

decorative theme. Many nationally famous interior 

decorators are using Rittenhouse Chimes—proof 
of their style acceptance. 


peter CONSTRUCTION — Improved, 


simple, “fool-proof’” mechanisms developed 
by Rittenhouse engineers. Strong, rugged con- 
struction. Every chime is carefully tested before 
leaving factory and fully guaranteed against any 
defect in material or workmanship. 


othe” VALUE—Whatever Rittenhouse 


product you may buy you are assured of 
full value for the price. For only a few cents more 
than the lowest, you can buy Rittenhouse quality 
and prestige that can't be obtained elsewhere at 
any price. 
THE A. E. RITTENHOUSE CO., INC. Dept. 615 Honeoye Falls, N. Y. 


NATIONAL ADVERTISING BUILDS PUBLIC 
ACCEPTANCE 


Rittenhouse is the chime 
line the public knows 
best because of consis- 
tent advertising over a 
period of years. For 
customer-satisfaction 
sell Rittenhouse Chimes. 


RITTENHOUSE 


DOOR CHIMES 


















A COMPLETE RANGE 


OF RENEWABLE FUSES 
AND RENEWABLE LINKS 


Listed as standard by Underwriters’ 
Laboratories with Label Service to 
600 Ampere, 250 volts and 600 volts. 
Monarch Fuses comply with Federal 
Specifications. 


MAXIMUM 
PROTECTION 


Prevent needless blow- 


ing of fuses with 
Surge Lag Links and 
reduce motor shut- 


downs. Monarch Fuses 
blow only when they 
should. They are posi- 
tive protection to, prop- 


erty, personnel, and 
expensive _ electrical 
equipment. Approved 


by the Nation’s most 
exacting fuse buyers 
for over 20 years. Be 
ready to supply their 
demands .. . stock the 


complete range. 
ONLY 3 PARTS 
I—CAP 





2—CASE 
3—BLADE 


EASIER TO 


RENEW 


Few parts mean quick, 
positive assembly . 
foolproof assembly 


» CasSyV cleaning 


RUGGED 
CONSTRUCTION 


Best grade gray-horn 
hbre casings 

Blades assembled to 
sturdy fibre bat 


Rigid blade alignment 
. Machine 
brass 


threaded 
Inserts 
2 TYPES OF LINKS 


1. Drop-out 2 Surge Lag 


MONARCH 


1909 Established 1909 


FUSE COMPANY, INC. 


JAMESTOWN NEW YORK 
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SEEING WHAT’S BEHIND THE PRODUCT. A few weeks ago some 
500 New Jersey electrical men visited Okonite’s factory and new cable 
research laboratory at Passaic, N. J. The trip was sponsored by Essex 
Electrical League of Newark. Ed Cuny, Bob Franklin and Mike Kralick 


of Cuny & Guerber, wholesalers, are in this group. 














joined the company in 1928, has sol 
wiring materials since 1929. 
Due to increasing demand for F1 


G. E. Activities 


Highlight of General Electric news 


for this issue is the announcement menol, a synthetic wire introduc: 
( > St IS ul < ( I l - > 

. ’ TCI , 4 Q27 4 4 *Reier 
that Chester H. Lang has been pro commercially in 1937, W. V. O’Bri 


moted to manager of apparatus sales manager of the Wire and Cable Diy 

ind hairman yf the company’s has been able to announce the secor 

« Vile A al ( c k - = i e : 

\pparatus Sales Committee. Products price reduction in nine months. La 
C 


V ice 


in this group range from turbines to st application is for small diamet 
small motors Since 1932 he had wite 
charge of the organization’s adver- 
tising and sales promotion activities, 
ilso was a member of both the ap 
varatus iance sales commit 
ters, so he las been closely escoci- Boaty With Gliver ires 
ited with all nercial activities. Cd \ I ive 

Lange joined General Electric in Oliver Ir 1 Steel Cory | 

- : 11Vvel nm an oer Tp. 

1919, following graduation from the ippointed Joseph H. Beaty as 
Unive , Michigan and servic exclusive pole line hardware rept 
in the At ring ule Wa His sentative in Alabama, Georgia, 1] 
first job 7 traveling auditor, nessee and northern Florida. 4H 
then three years later ae DECREE 28 headquarters at Birmingham. Bx 
sistant manage! I { 1¢e publicity de brings 20. vears of electrical exp 
partment a tained his positior ence to the Oliver organization, 
until 1926 whe e was ad | 


= , \dvanced ing spent those years with Westi 
a ; 


comptroller of the budget. Six years house and Wagner: 
later Lang Was promoted to advet 
tising manager. 
Robert S. Pears president of the 
Maqua Co., printing and engraving 
company affiliated with G.E., takes , ‘ 
over Lang’s former work. He joined Century Qld Timers 
General Electric in 1922 following 
graduation from the University of \ few weeks ago 155 Old Ti 
Michigan. In 1934 he became presi- of the Century Electric Co. sat do\ 
dent of Maqua to dinner at the Missouri Ath 


Don J. Murray is now sales man Old Timers—th 
ager of conduit products, with head 
quarters at Bridgeport. 

traveled out of Los 


three 
ce ee 
Wiring materials. He 


1 
} 


h the organizat! 
20 years or —hailed from as 
away as New York, Chicago, Cin 
nati, Cleveland. 


Club, St. Louis. 
who have been wit 
For the past more 


vears he 


Angeles, sellir 4 
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Wood Appointments 


Expanding its sales organization to | 
p step with better times, C. D. 
ul Elec. Co., manufacturer of | 
ng devices and specialties, has 


= 





inted three new representatives. 
rge T. Hewitt os 126 E. 39th St., | 
‘folk, covers Vi rginia and North | 
lina. Edward T. Locke & As- | 


ites, Duttenhoter Bldg., Cincin- 
ti, represents Wood in southern | 
io, Indiana, Kentucky, West Vir- | 


Royal Smith, 912 Commerce 


fees Most Workers Need Better Light 
B On All “Close-Seeing” Tasks 
New Representatives 


LL GET THRILLING PLEASURE FROM 

National Store Fronts, Boston, YOU N L F 

ee ong of Spraylite flu rescent S bé 9 

vfactrers of Spraylite Auer SELLING FOSTORIA “LIGHT FOR SEEING 
i I 


W illiam Terry of Kansas City, an 
lward I. Felkoff of New York, as 
presentatives in their respective ter- 
tories. Terry calls on wholesalers 
Mo., Neb., Iowa, Kans., Okla. 
1 Ark. Felkoff reaches wholesal- 

n the greater New York region. 





Have you ever noticed in going through 
industrial plants the tremendous oppor- 
tunities for improving ‘‘seeing’’ condi- 
tions on the jobs of individual workers? 
The more you look the more places you'll 
find where proper localized lighting will bring faster 
production, better workmanship, greater comfort and less 
eye fatigue for workers—and increased profits to industry. 





Good light on the job and within the worker's control 
is primary for seeing — the most vital of all production 
tools. You'll get genuine enjoyment from promoting 
better light for seeing. Make it your selling hobby and 
cash-in on this interesting, productive sales oppor- 
tunity. Your Fostoria Handbook will help you make 
proper recommendations — and a Fostoria representa- 
tive will gladly cooperate with you. 


ALL THREE TYPES OF LOCALIZED LIGHTING 
EQUIPMENT FOR EVERY INDUSTRIAL NEED 


Flexible Arm Units 


Storpna Large Area Low 


Brightness Units 





VOW VICE PRESIDENT of Gray- 
Electric Co. Before A. H. Nicoll 
advanced to this position last 

month, he had been assistant to the 

esident. Mr. Nicoll moved to head- 
irters at New York last Novem- 
from San Francisco where he had 





ved as district manager for eight 

irs. He started with the company ° 

1911 as a sales record at Fluorescent Units 
moved ahead to assistant specialist of * 

ver apparatus the next year. In 

‘3 he went to Salt Lake City and 

1919 was assistant sales manager 


re, The following sear Mr Nicoll | TAM TORS ROAD Wa eb) dd 


urned to San Francisco as tele- 


one specialist, advanced to spe- | FOSTORIA : ron Ee! 


lty sales manager, sales manager, 








trict manager. 
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Standard and 
sp 


or every need, 


referred 


because they are 





rhe 
“industrials” use PENN-UNION 
tings to make certain of dependable 
connections. 


leading utility companies and 


fit- 


They know that every Penn-Union 
fitting is carefully designed and 
manufactured ... thoroughly tested. 







ecial types, 
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All types; t 

ing T C ab e, 

r flat bar 

These fittings are high conductivity 

copper alloy, with machined contact 

surlaces. 

More than 6,200 items in the Penn- 

Union line . . . for every type of elec- 

trical connection ... . 
including many 


NEW and IMPROVED 


httings. 


Write for catalog. 


PENN-UNION 


ELECTRIC CORPORATION 
ERIE, PA. 


You'll find it in the complete line 


UNION 


Conductor Fittings 











1 7 . 
Shaver Optimism 
Due to growing 
of quality electric 
with the fact that 


tric 


public acceptance 

shavers, coupled 
many inferior elec 
shavers (that caused public scep- 
ticism) have dropped by the wayside, 
manufacturers 


these di 


the shaver are highly 


ety 


} , 
cneerirul iVs. 


One of them, President Ralph J 


ordiner of Schick, believes this will 
pe me of the best electric shaver 
years, not only for his own company, 
but for other producers of quality 
lines as well. Briefly, his rosy out- 
look hinges on: 1) expanding re- 
placement market: 2) the 1,200,000 
young men who will be shaving for 
the first time this vear: 3) continual 


product improvements ; +) heavy ad 
vertising pi erams: 5) 


~) . - ] 
ClOsel rela 


ing between manutac 


bum steer, when one ot them decide 
to take another quick search throug 

the basement. 
While there he ticed . as 
I11i¢€ tnere ne notice a Washi 


machine in a corner, 
off the lid. 
Much to his 


evidence—ten 


1 
nappene 1 to 


was h 
likker th: 
washer. 

As all human occupants of the pla 
had fled, the Mounties could only sla 


surprise there 
gallons of 
had been mixed in the 


an arrest on the washer, haul its co! 


tents into court. 


Midwesterners At 
French Lick Meeting 


As is their 


Salers Irom a 


annual custom whol 


number of midweste1 
gp . 

met witn Manutacturers 
Ind., last month to 


industry 


: lems. This informal meeting of 
Washer (oes Astray Lake Michigan and Missouri Val 
Clubs was held April 25 and 26 
For the first time in our experience, here was plenty of time for relax 
ve have learned about a washing ma tion, too, as meetings were held in t 
Linn lat got in “bad company”, mornings, leaving afternoons 
vound up 1 serious tangle with the evenings free for golf, visits 


Canadian 


Mounted Po 





pi washer resides 

( esided, in case the p lice decided 
» do away with it) in North Sydney, 

N.S. It seems the washing machine 
vas with a gang of moonshiners 
and would probably still be doing its 
daily unlawful stint except for th 
tact that the police received a tip-off 
bout this moonshining. So a group 

t scarlet-coated Mounties raided and 
S¢ ied the pla ( Chey looked high 


, 
ww, were about to give it up asa 





WESCO’S PITTSBURGH HOUSE 


was 


Browns, and so forth. 


litus Schmidt, president of Crescent 


Elec. Supply Co., Dubuque, Iowa, w 


chairman of the meeting. G. S\ 
nonds, Vice president, Westinghous 


Elec. & Mfg. Co., discussed The Util 
ty Holding Company Act, its present 
and possible effect on manufacture 


and wholesalers’ business. 

R. W. E. Moore, engineer for N 
tional Electric Products Corp., hig 
lighted the 1940 National C 


with special emphasis mn 


Changes, | 





host to more than 375 dealers 


recently at the English Room of the Fort Pitt Hotel when the Westing- 


house “Ring-Time” appliance show was put on. Before dinner, 


rapher snapped (Il to r) 


Newcomb, 


Sam Johns, 


Berno, Wemco; W. 
Wesco, Pittsburgh; 
district 


M. Kline, 


manager and toastmaster - 


Wemco; J. E. Hugo, Wemco; C. 
Wesco; W. 
John Parker, featured actor; W. 


Miss 


the photog- 
Producer of “Ring-Time”; C. E. 
H. Weaver, a. Be 
H. Bechtold, sales manager, 
I. Bickford, Wesco 


Wilson, featured actress. 


Wesco; 


Stasia 
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CREDIT 


Figures used on the two MARKET 
maps on pages 36-37 and pages 38-39 
were secured from the following sources: 

Number of hotels and department 
stores: U. S. Dept. of Commerce. 

Number of schools and other educa- 
tional institutions: Charts and lists copy- 
righted by the Educational Lists Com- 
pany, Inc... New York, N. Y. and Chi- 
cago, Ill. 

Number of office buildings: Lists copy- 
righted by W. S. Ponton, Inc., New 
York, N. Y. 

We hereby express our thanks to the 
copyright owners for extending to us 
the privilege of reprinting that part of 
their lists, used in this issue. 

The Editor 





wires and their uses. ‘What's 
New In Lighting’, was the topic 
lected by W. C. Brown, executive 
ngineer, G. E. Lamp Dept., Nela 
ark \. J. MecGivern, ul 


lers’ Association, talked nm The 


linois Occupation Tax Laws citing 


Lighting Conference 


NVER—Last month the Rocky 
uuntain Electrical League held its 
nual spring conference of engineers 
| accountants. League's lighting 
mittee added another feature this 
ir—a tour of the city, so the visi- 


rs could see what the industry had 
uynplished in the way of putting 
fluorescent lighting. \ number 
store keepers remained open, in 
ler that their installations could 
inspected more closely. 


I 


Toastmaster Campaign 


Fo tet ‘ 
) neip \\ holesa lers and dealers 
. ] . ] . fr 1, ee 
ure a larger snare or tne bridal 

business, Toastmaster is carry- 


ma heavy advertising can 
general magazines are being 
and dealers are being 
envelope stuffers, window and 
| 


] 


er cards, window streamers, etc. 


Adds Ventilating Line 


MPHIS—Taking advantage of 
last growing acceptance for attic 
The W. B. Davis Electric Sup- 


Co. of this city has added the 


\ 


kool line of attic and window fans 


le by Mander Products Co., also 


Memphis. 
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G. E. oe MKB At New ‘High 


‘lectric appli inces, 


Adds Edwards 


amet With Purdy 


has iy taney with Ste 





Southeastern Joslyn Co.; 


a ee Mis 
in 44 states and the District . 4 S 


1 Na are p ipa ~ 
re if the Modern K Bu 
u's spring rog covering 
ore vate eat l a ¢ 
lotal enrol s t 
ghest p the MKI 


Northland Enlarges 


MINNE , POLIS—With larger 





square feet ol floor Space wnhicn 15 


used solely for w irehousing. \t 


Westinghouse Appoints 
_—— Cleaner Head 





In order to arenes tensify activ- 
ity on vacuum cleat M e etd UuS¢ 
has created a vacuum cleaner section 


with Ge re E. W iwner as in ; 
Joining Westinghouse in 1937, Wag- 
ner worked out of the Chicago office 
ior a year is laundry equipment 
supervisor in the Northwest district. 
Then he moved to headquarters at 


Mansfield. Previous to affiliating 
with Westingh use he had _ experi- 
nce in both wholesale and _ retail 
ippli nee r chandis 





Dou 
SAL 
avy 


AT THE MIAMI HOUSE of Raybro Electric Supplies, Inc., and in their 
shirtsleeves ready for action are (1 to r) Cy Young, manager; Bill Kathley, 
Bob Delaney, Raybro; “Duke” LeBoeuf, Jeffer- 


sl 














even 


BETTER MOUSETRAPS 


would sell better today, thru 
Wholesalers. 





SOLDERLESS LUGS 


—the better pressure connect- 
ors, do! 


That’s why we encourage your 
customers, every chance we get, to 
look to you not only for ILSCO 
Solderless Lugs, but for all their 


electrical supplies. 


For a fuller story, write TODAY 
for new ILSCO catalog. 


DEPT. 5WS 


lisco Copper Tube & Products, Inc. 


5629 Madison Road, Cincinnati, Ohio 














LET Bossy” 
BRING IN THE CASH 


The electric fence season is here! Farm- 
ers are already buying supplies of elec- 
tric fence insulators and accessories for 
their electric fencing needs. 

NOW is the time for you to put in a 
stock of electric fence insulators and ac 
cessories and call to the attention of the 
electrical contractors who deal with you 
that here ore sales possibilities that they 
may be overlooking. There are volume 
and profit possibilities in this line—get 
your share of the volume now available! 

For customer satisfaction, insist cn 
electric fence accessories made by Porce- 
lain Products, Inc. Write for comp'‘ete 
information and prices today. 


PORCELAIN PRODUCTS, INC. 
FINDLAY, OHIO 
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THE 


1DEQUATE WIRING STORY was told to 100 Denver architects 


and builders a short time ago at a dinner-meeting sponsored by the local 
adequate wiring bureau. The architects heard about the program from 
L. B. Johnson, General Electric Co., Chairman Ralph Johnson, contractor, 


and John A. 


Baker, field representative. 








Robert Nichols, formerly with 
Westinghouse Elec. & Mfg. Co., is 
now handling sales promotion activi- 
ties for the Salt Lake office of West- 
inghouse Electric Supply Co. Art 
Darby, for a number of years with the 
Hurley Machine Co., is selling in the 
Salt Lake and Odgen territory. 


Modern G. E. appliance store at 
Holladay, Utah, belongs to Tom Price, 
for many years sales representative 
for General Electric Supply Corp. in 
Salt Lake City. 


Chairman of the Commercial Elec 
tric Cooking Council is now Joseph 
F. Porter, Jr., Vice President of 


Kansas City 
succeeds P. M. Alden, Phi 
Electric Co. 


Power & Light Co. H 


J. G. Gidley has been appoint 
Manager of Sales, Turbine Divisi 
of the General Electric Co., Schen 
tady. 


The Allen B. DuMont Laboratori 


Inc., of Passaic, N. J., has just 
pointed Alfred Crossley as sales e1 
neer in the Chicago district 


At a_ recent 
James W. Corey 
Vice President of The 
& Engineering Co., 
the past eight years Mr. Corey 
served as General Sales Manager 


Reliance [1] 


Edward R. Benson has been } 


I 


moted to Empire State Division sales 


manager of the Easy Washi 
Machine Corp., with headquarters 
Buffalo. He has been in Chicago 














NEW HOME of Goodrich Electric Co., lighting equipment manufacturers. 
Now in construction on Chicago’s northwest side, the combination one- 
and-two-story building containing 146,000 sq. ft. of floor space, will be 
ready for occcupancy in July or August. Among its interesting features 
are two electric enameling furnaces which will operate 24 hours a day. 


This makes the third location the company has occupied since it 


in 1923. 
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started 


directors’ mieeti 


Cleveland I: 


was elected Sal 


1940 














- MORE FACTS 
ON PRODUCTS 


Fittings and Devices—Penn-Union 
Electric Corp., Erie, Pa., has issued 
212 page illustrated loose-leaf cata 






tor com 
and cable 


connectors 
bar, wire, 


ye describing 
inations of tube, 
























Hospital Signalling—A 72 page cata 
i just released by Connecticut Tele 
hone & Elec. Corp., Meriden, Conn., 
lustrates and describes hospital sig 
illing systems, including nurses’ call, 
itient-and-nurse communication, psy 
ypathic signalling, doctors’ paging 
nd registering systems, night lights, 
nd interior and nurses’ home tele 
me systems. 









“Quick Selector” Catalog—Second edi 
mn of this catalog bv Westinghouse 
lec. & Mfg. Co. contains 64 pages 
nd time-saving section index = as 
irt of front cover Prepared to 
facilitate the user of electrical equip 
ent to select correct apparatus for 
motor, lighting, or feeder circuit. 


(@).) 
yider 


speci 


Fostoria 
issued fi 


Infra-red Lamps—The 
Steel Corp. has 
P.S.-5 which gives complete 
their infra-red reflectors 





I essed 


ations of 





Industrial Wiring—‘Adequate Wiring 








Industry” is new General Electric 
iblication for use as check list in 
tories to help determine efficiency 





production. 












Fluorescent Luminaires — Details of 

struction and operation of West- 
nghouse Elec. & Mfg. Co. fluorescent 
luminaires is explained in _ leaflet 


1-152. 















Fuses Electric Co., P 





Royal aw- 
ket, R. I., has issued a 4 page 
Ider which includes details on the 
lor code and special packaging fa 
lities of their fuse plugs 





Transformers—Comiplete electrical and 
mensional data are included in bul 
letin 401-IT on oil burner ignition 





by 


[1] 


insformers 
ctric Co., 






published 
Bellwood, 


Jefferson 


Fuses—A 6 page catalog folder issued 
Trico Fuse Mfg. Co., Milwau 
, Wis., contains complete specifica 
















ms and illustrations of their line of 
ses, fuse clamps, fuse pullers and 
ymatic lubricators 
Wiring Devices—The Bryant Electric 
Bridgeport, Conn., recently issued 
talog No. 40. It is furnished with 
ymplete list price bulletin and con 
ient reference system There are 
1) listings in this new catalog 
Portable Electric Tools Skilsaw, 
Chicago, Iil.. has 52 page cata 
No 4] covering hand aws, dr lls, 
sanders, hand grinders, disc sand 
blowers, floor sanders, and b 
de 7S. 


Vi Vv 

























































HERE’S A DEAL 


This display stand holding one each of the 
sizes Challenger Vent Fans is FREE with an initial 
order for three fans. It is attractive and the ideal 
help you need to sell these amazingly low priced 
ventilating fans. Get this silent salesman now 
let it go to work for you. Challenger Vent Fans 
are available in 3 sizes—10” at $9.80 list: 
$12.50 list, and 16” at $16.50 list. 


SIGNAL ELECTRIC MFG. 











Send for this 
new 1940 Fan 
catalog, if you 


do not have it. 


TO JOBBERS AND THEIR 
DEALERS 


three 


and 


12” at 











CO. 
MENOMINEE, 
Offices in all 


MICHIGAN 


Principal cities 


















SELL 


POWDER-PACKED 
FUSES 

















BECAUSE: 


@ It's the most profitable fuse to sell 
@ It's a fuse without price competition 
@ It's not interchangeable with ordinary 













** bare link "’ 


@ it guarantees you the repeat business 
@ Its quality assures customer satisfaction 
* THRU THE 
WHOLESALER "’ policy. 


@ It's sold under a strict 


@ It's nationally advertised. 


Get complete details from your 
TRICO Repx sentative, or write 


TRICO FUSE MFG. CO 





POWDER 
PACKED 


TRICQ- 
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Milwaukee, Wis. 












FUSES | 57A Cliff Street 


sTOP WASTED KILOWATTS AND WASTEFUL SHUTDOWNS 





wnt 


“The Finest in Fluorescent” 


at STORES wo OFFICES 


In Four 


types 





Write 


covering 


now for our illustrated 


commercial, residential 


Distributed Exclusively Through 


ELECTRICAL WHOLESALERS 
— SPLAYLITE 








Boston 





{ For 3 or 4 20W-Lamps 
Popular Sizes ) For 3 or 4 40W- Lamps 


folios 
and 


industrial fluorescent lighting fixtures. 


Mass. 
























@ WONEY-MAKERS 


Your customers are attracted by the 
all-colored shock-proof top and the 
clear mica window. The color-banded 
carton and the attractive 
7-color display box also 
catch the eye. It all means 


MORE PROFITS for you. 


“Always thru 
the WHOLESALER" « 









TRICO FUSE MFG. CO. 


MILWAUKEE WISCONSIN 

























Our 1910 Catalog 


has many new and _ interesting 
items. Send for your copy. Samples 
of any item mailed upon request. 


—New low prices 
c Ask your jobber 


NO. 22 CLIPIT—For No. 14 and 
No. 12-2 wire and No. 14-3 wire. 


NO. 23 CLIPIT—For 2 and 3 wire 

No. 12—No. 10 and No. 8. Gee Vee 

Clipits are electro galvanized. 
Write for Full Information 

THE GILLETTE-VIBBER CO. 


NEW LONDON, CONN. 














INSULATED 
STAPLES 


a Raellie heel 1) \ Alia 
North Quincy, Mass. 














WANTED: 


Manufacturers 





agent to 





sell competitive line of 
& Floodlights & 


Window 





Spot 





Reflectors of 





well known company. All 
Write 
Box 51 c/o Wholesaler’s 
Salesman, 330 West 42nd 
Street, New York, N. Y. 





territories open. 
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